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ABSTRACT 
Effect of E-service Quality on Customer Online Repurchase Intentions 
In the early years of online retailing, having an online presence and low prices 
were believed to be key drivers of success. More recently, electronic service quality has 
become essential as an online marketing strategy. Online stores provide higher service 
quality to create online customer loyalty, improve customer satisfaction, and keep a 
lasting competitive advantage. 
According to the literature review, service quality is an important instrument of 
developing a competitive advantage in e-business. It is one of the most critical factors 
for maintaining long-term relationships with customers, building customer loyalty, and 
encouraging repeat purchases (Li & Suomi, 2007). Therefore, service quality has 
become a significant factor in determining the success or failure of an online business by 
influencing online customer shopping experiences and has a greatly effects both online 
customer satisfaction and customer loyalty. However, most past studies focused on the 
relationship between e-service quality, e-satisfaction and online purchase intentions. No 
empirical studies have explored the relationship between e-service quality and online 
repurchase intentions. In other words, this research investigated the potential for future 
online purchases by the customers significantly contributing to the research knowledge 
base. 
The purpose of this study was to explore and analyze the effect of e-service 
quality on customer intention to repurchase online. The study employed the 
e-commerce customer satisfaction index (ECCSI) model and the NetQual model to 
examine potential relationships and effects of several variables on online repurchase 
behavior. A quantitative, non-experimental, explanatory, and correlational research 
design was used to answer four research questions and test nine hypotheses. The 
sample consists of daytime undergraduate students at a university in Taiwan. The data 
was analyzed using statistical software to conduct descriptive analysis, reliability analysis, 
factor analysis, simple regression, and multiple regression. 
In this study, the finding indicated that two variables (information and ease-of-use) 
of e-service quality dimension had positively influenced online repurchase intentions. 
Meanwhile, E-service quality also had a positively significant effect on customer 
satisfaction and loyalty. Online customer satisfaction and loyalty had a positively 
significant effect on online repurchase intentions. Finally, the results indicated that a 
greater e-service quality will increase online customer satisfaction, build customer loyalty, 
and encourage online repurchase intentions. Thus, the online retailer should be build 
long-term relationship with their customers through e- service quality to improve 
customer satisfaction and loyalty and enhance customer repurchase intentions. Lastly, the 
limitations and recommendation for future research are included. 
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CHAPTER I 
INTRODUCTION 
Introduction and Background to the problem 
As online business has become the newest marketing channel, e-commerce is 
growing fast, and online retailing companies are in a race to attract and retain customers 
in this highly competitive electronic market (Li & Suomi, 2007). Hence, the issue of 
retaining customers has become a challenge for online retailers. Today, both worldwide 
online retail sales and Internet users continue to increase steadily. Forrester Forecast 
(2011) points out that U.S. online retail sales are estimated to grow from $155 billion in 
2009 to $250 billion in 2014. Consequently, the compound annual growth rate will 
increase at a 10 percent rate through 2014. In Western Europe, online retail sales are 
estimated to grow from $93 billion in 2009 to $156 billion in 2014. Additionally, the 
growth rate of online retail sales will increase at a rate of 11 percent (Forrester Forecast, 
201 1). Furthermore, a similar situation is occurring in Asia; in Taiwan, for example, the 
Report of Market Intelligence & Consulting Institute (MIC, 2010) indicates that the 
e-commerce market will generate total sales of NT$358.3 billion (57.3 percent for 
Business to Consumer and 42.7 percent for Consumer to Consumer) in 2010. Therefore, 
the growth rate is 21.5 percent as compared to the 2009 rate (Retail in Asia, 2011). 
Similarly, the growth rate of worldwide Internet users has increased. According 
to InternetWorldStats.com, the worldwide number of Internet users surpassed 
2,095,006,005 in 2011 (Miniwatts Marketing Group, 2011). Compared to the year 2000 
Internet usage statistics, the growth rate of Internet users significantly was increased by 
480.4 percent. Consequently, with the steady growth of online retail sales and online 
users, most traditional retailers recognize that the Internet has become an efficient and 
powerful marketing channel that must be taken into consideration. If online stores want 
to continue to make profits by retaining existing online customers and attracting new 
ones, it is essential to comprehend what motivates customer satisfaction and customer 
preference. 
The e-commerce research results indicate that service quality influences customer 
satisfaction and influences customer purchase behaviors (Griffith & Krampf, 1998; Liu & 
Arnrtt, 2000; Zeithaml, Parasuraman, & Malhotra, 2000; Li & Suomi, 2007). The cited 
research indicated that "e-service plays a critical role in e-marketing, which wins 
customers for enterprises through the Internet." (p.33 1). The researchers noted that 
"companies providing e-services to customers aim at delivering high value to consumers 
building customer loyalty, encouraging repeat purchases, and maintaining long-term 
relationships with customers." (p.33 1). Hence, researchers recommended that 
companies increase their competitive capabilities by offering high quality e-service to 
customers (Oliveria, Roth, & Gilland, 2002; Li & Suomi, 2007). Hess, Ganesan, and 
Klein (2003) indicated that customer satisfaction with service recovery response is 
significant and positively related to customer repurchase intentions. Moreover, the 
marketing literature confirms that customer satisfaction is one of the primary factors of 
customer repurchase intentions as verified in different kinds of industrial and social 
contexts (Oliver, 1980; Churchill & Suprenant, 1982; Bearden & Teel, 1983; Oliver & 
DeSarbo, 1988; Rust & Zahorik, 1993; Rust, Zahorik, & Keiningham, 1995; Hallowell, 
1996; Jones & Suh, 2000). In a study by Khalifa and Liu (2007) it is reported that once 
an online customer is satisfied with an Internet store, the repurchase intentions of 
customers will increase. Customer loyalty was found to be one of the critical indicators 
for repurchase intentions (Lam, Shankar, Erramilli, & Murthy, 2004). 
Past research studies confirmed that e-service quality, online customer 
satisfaction, and online customer loyalty strongly affect online customer purchase 
behavior. However, few research investigations determined the relationship among 
e-service quality, e-satisfaction, e-loyalty, and online repurchase intentions. 
In fact, retaining customer is an important marketing strategy for an online 
business. According to Gupta and Kim (2007), retaining repeat customers are five times 
more profitable than attaining new customers. Their findings indicated that "Internet 
vendors have to retain customers to reap the benefits of repeat sales, but interestingly, 
more than 50 percent of repeat customers seldom complete a third purchase" (p.127). 
However, there is evidence showing that fewer than 5 percent of online customers 
actually make a purchase during a single visit to a site and only a very small number of 
online users (about 1 percent) return to make additional purchases 
(http://www.doublecick.com). Reichheld and Schdfter (2000) also pointed out that 
more than 50 percent of repeat customers seldom complete a third purchase at online 
retailing stores. Furthermore, research presented by the E-TAILING Group found that 
only 3 percent of online customers who visited an Internet store, completed a purchase. 
An excess of 47 percent of online customer withdrew their order before actually checking 
out to complete an order and make payment (E-Tailing, 2004). Therefore, for the online 
marketing industry, strategic planning strategies for retaining customers have become a 
major challenge (Aveiro, 2007). 
In previous studies, between 1999 and 2010, most research focused on the 
relationship between e-service quality and online purchase intentions or the relationship 
between e-satisfaction and online purchase intentions. There are no empirical studies 
that explored the integrated model investigating the relationship between e-service 
quality and online repurchase intentions. Therefore, the purpose of this quantitative 
study was to explore and analyze the effect of e-service quality with mediating variables 
of e-satisfaction and e-loyalty on online customer repurchase intentions and to identify 
areas of future scholarly inquiry. 
This study employed the NETQUAL model and the E-commerce customer 
satisfaction index (ECCSI) model to examine potential relationships among electronic 
service quality, online customer satisfaction, online customer loyalty, online customer 
repurchase intentions and the relationship among the variables. The researcher 
developed four research questions and nine hypotheses to examine the relationship 
between e-service quality, e-satisfaction, e-loyalty and consumer online repurchase 
behavior. A quantitative, non-experimental, explanatory, and correlational research 
design was selected to test hypotheses and answer research questions. The critical 
factors included: e-service quality, e-satisfaction, e-loyalty, and online repurchase 
intentions. E-service quality was measured by the NetQual scale using five dimensions: 
Information, Ease-of-use, Site design, Reliability, and SecurityPrivacy. E-satisfaction 
was measured by an e-satisfaction scale using the six items. E-loyalty was measured by 
an e-loyalty intentions scale using seven items. Online repurchase intentions was 
measured by a repurchase intentions scale using four items. The survey used systematic 
and proportional sampling, a self-report questionnaire, and anonymity to collect data. 
The sample included daytime undergraduate students who attended the Fortune Institute 
of Technology. The data analysis used statistics to conduct descriptive analysis, 
reliability analysis, factor analysis, simple regression, and multiple regression. Means 
and standard deviation were demonstrated for each item. Frequency for 
socio-demographic variables was demonstrated through descriptive analysis. Factor 
analysis was used to examine whether the variables chosen for this study and loaded on 
the proposed construct and simultaneously to determine whether the number of variables 
needed to be reduced. Cronbach's alpha analysis was employed to measure internal 
consistency of each scale. Simple regression analysis and multiple regression analysis 
were used to test hypothesis one through hypothesis nine. The research investigated 
whether a positive relationship existed between independent variables and dependent 
variables with the standard level of statistical significance of the regression model set at p 
5.05. 
Purpose of the Study 
In the context of the electronic market, most past studies focused on the 
relationship between e-satisfaction and online purchase intentions. No empirical studies 
explored the relationship between e-service quality and online repurchase intentions. 
The purpose of this study was to examine the relationship between e-service quality and 
online customer repurchase intentions with mediating variables e-satisfaction and 
e-loyalty in the context of online retailing, and to identify areas of future scholarly 
inquiry. More specifically, this investigation : 
1. Explored the potential effects of e-service quality on online customer 
repurchase intentions. 
2. Explored the potential effects of e-service quality on online customer 
satisfaction. 
3. Explored the potential effects of e-service quality on online customer loyalty. 
4. Explored the potential effects of online customer satisfaction on online 
customer repurchase intentions. 
5. Explored the potential effects of online customer loyalty on online customer 
repurchase intentions. 
Definitions of Terms 
Electronic service quality 
Theoretical definition: Zeithaml, Parasuraman, and Malhotra (2000) define 
electronic service quality as a multiple function of a Web site that facilitates efficient and 
effective shopping, purchasing, and delivery. Furthermore, several scholars state that 
electronic service quality has significant characteristics involving: (1) technical quality, (2) 
functional quality, (3) service delivery, (4) service environment, ( 5 )  reliability, and (6) 
responsiveness (Gronroos, 1990; Brady & Cronin, 2001). 
Operational definition: In this study, e-service quality was measured by 
NetQual scale, develop by Bressolles (2006). NetQual scale was developed to assess 
the functional characteristics of both the site and transaction provides five dimensions: (1) 
quality and quantity of information available; (2) ease of site use; (3) design or aesthetic 
aspect of the site; (4) reliability or respect for commitment; (5) security1 confidentiality of 
personal and financial data. 
Online customer satisfaction 
Theoretical definition: In the context of electronic ecornmerce, e-satisfaction is 
defined as "the contentment of the customer with respect to his or her prior purchasing 
experience" (Anderson & Srinivasan, 2003, p.125). 
Operational definition: In this study, online customer satisfaction was 
measured by the satisfaction scale, developed by Anderson and Srinivasan (2003). This 
scale was developed to assess contentment of customers' prior purchasing experience 
with online retailers. 
Online customer loyalty 
Theoretical definition: In the context of online business, Cyr, Bonanni, and 
Ilserver (2005) define e-loyalty as intention to revisit a website, or to purchase from it in 
the future. Anderson and Srinivasan (2003) define online customer loyalty as the 
customer's favorable attitude toward an electronic business resulting in repeat buying 
behavior. 
Operational definition: In this study, online customer loyalty was measured by 
e-loyalty scale (Anderson & Srinivasan, 2003). The e-loyalty scale was developed to 
assess online customers' favorable attitude toward an electronic business in repeat buying 
behavior. 
Repurchase Intention 
Theoretical definition: In the context of online retailing, repurchase intentions 
had been described as the re-usage of the online channel to buy from a particular retailer 
(Khalifa & Liu, 2007). 
Operational definition: In this study, online repurchase intentions was 
measured by repurchase intention scale (Holloway, Wang, &Parish, 2005). This scale 
was developed to predict the strength of online customer repurchase through assessing 
cumulative online purchasing experience. 
Justification of the Study 
This study was researchable because the theoretical framework, research 
questions, hypotheses, and all variables were empirically analyzed to test the research 
hypotheses and answer research questions. 
This study was feasible because the time and costs were manageable, the survey 
subjects were available, and this research was implemented within a reasonable time. 
Delimitations and Scope 
The delimitations of the study included: 
1. Participants were limited to undergraduate full-time students who are studying 
at the daytime Fortune Institute of Technology in Kaohsiung, Taiwan. 
2. The survey participants were able to listen, speak, read, and write traditional 
Chinese. 
3. The survey participants were eighteen years old and older. 
4. The survey participants must have experienced prior online shopping. 
Organization of the Study 
Chapter I provides an introduction to the study about e-service quality, online 
customer satisfaction, online customer loyalty, and online customer repurchase intentions. 
This chapter described the purpose, and background of this study. In addition, Chapter I 
also identifies theoretical and operational definitions, justifiability, and delimitations of 
the study. 
Chapter I1 presents a review of the relevant research literature related to e-service 
quality, online satisfaction, online customer loyalty, and online customer repurchase 
intentions. This chapter provides significant examination of the theoretical and 
empirical literature building the rationale for this research. The theoretical framework, 
research hypothesis, and research questions are presented. 
Chapter 111 describes the research methodology. This chapter includes the 
research design, the participants/subjects, sampling plan, and setting, participant 
eligibility and exclusion criteria, survey instruments, ethical considerations, data 
collection methods, and data coding. The data analysis and evaluation of research 
methods (internal validity and external validity) are presented. 
Chapter IV presents the results of the socio-demographic characteristics, 
data-producing sample, findings of research question and hypotheses testing. Chapter V 
provides interpretations of the statistical analysis, discussion of the findings, implications 
for theory, and limitations. The recommendations for the future research are included. 
CHAPTER It 
LITERATURE REVIEW, RESEARCH QUESTIONS, HYPOTHESES, AND 
HYPOTHSIZED MODEL 
Literature Review 
E-service Quality 
Conceptualization of Service Quality. Service quality is a critical factor for 
companies to achieve a differential advantage over their competitors. However, there 
are many scholars who have defined service quality in different ways because the 
distinctive attributes of services make the study and definition of service quality difficult 
( G r o o o s  1982). Lehtinen and Lehtinen (1982) argued that service quality has three 
dimensions: physical quality, interactive quality, and corporate quality. Physical quality 
refers to the tangible aspects of a service. Inte~active quality refers to the interaction 
between a customer and service provider. Corporate quality is concerned with the 
image attributed to a service provider by its current and potential customers. Gronroos 
(1990) proposed that the dimensions of service quality include technical quality (or 
output quality), and functional quality (or process quality). Technical quality refers to 
what the consumer receives. Functional quality is concerned with how the consumer 
receives the service. Furthermore, Brady and Cronin (2001) concluded that service 
quality has three characteristics: (1) an organization's technical and functional quality; (2) 
the service delivery, service product, and service environment; and (3) the reliability, and 
responsiveness. 
Electronic service. A review of the relevant literature reveals that there are 
various approaches to conceptualizing e-service. Zeithaml, Parasuraman, and Malhotra 
(2000) pointed out that e-service is web services that are delivered to consumers through 
the Internet. According to Li and Suomi (2007), e-service is more than order fulfillment, 
responsiveness to inquiries, email, and status requests. E-service provides customers 
with a different experience due to the interactive flow of information. Overall, e-service 
can be defined as an interactive, content-centered, and Internet-based customer service 
that is driven by the customers and integrated with the support of technologies and 
systems offered by service providers who aim at strengthening the customer-provider 
relationship (Ruyter, Wetzel, & Kleijnen, 2001). 
Electronic service quality. Service quality has been shown to promote 
customer satisfaction and loyalty in marketing (Collier & Bienstock, 2006). In recent 
years, interest in service quality has shifted to reflect current developments in 
e-commerce that emphasize e-service quality. Electronic service quality can be 
described as overall customer evaluations and judgments regarding the excellence and 
the quality of e-service delivery in the virtual marketplace (Santos, 2003). 
Theoretical: E-service Quality. In the context of online retailing, the 
theoretical literature of electronic service quality has various theories, but similar 
definitions. Zeithaml, Parasuraman, and Malhotra (2000) defined electronic service 
quality as a multiple function of a Web site that facilitates efficient and effective 
shopping, purchasing, and delivery. Early researchers had a similar perspective. 
Lehtinen and Lehtinen (1982) stated that service quality is related to physical quality and 
interactive quality. Several other scholars stated that electronic service quality has 
significant characteristics involving: (1) technical quality, (2) functional quality, (3) 
service delivery, (4) service environment, (5) reliability, and (6) responsiveness 
(Gronroos, 1990; Brady & Cronin, 2001). In recent years, online security and Web site 
design became the newly critical issues in the dimensions of e-service quality (Kim, 
2003; Wolfinbarger & Gilly, 2003; Parasuraman, Zeithaml, & Malhotra, 2005). Ruyter, 
Wetzel, and Kleijnen (2001) integrated the conceptual dimensions of electronic service 
quality and pointed out that service quality of online stores can be defined as an 
interactive, content-centered, and Internet-based customer service that is driven by the 
customers and integrated with the support of technologies and systems offered by service 
providers who aim at strengthening the customer-provider relationship. 
Empirical: E-service Quality. Bressolles and Nantel(2008) conducted a 
quantitative empirical study to determine electronic service quality in electronic retail 
commerce. In their review of pertinent literature, the authors found that previously 
researchers believed that service quality plays as vital a role in a commercial web site, as 
in a brick-and-mortar store. However, Internet sales have particular characteristics that 
differentiate them from traditional sales. Parasuraman and Grewal(2000) posited that 
online and offline environments are sufficiently different to justify the development of 
scales specifically dedicated to the measurement of electronic service quality. Thus, 
this study tested four of the main academically developed electronic service quality 
scales to determine which of them best reflects electronic service quality perceptions: 
Sitequal (Yoo & Donthu, 2001), Webqual4 (Barnes & Vidgen, 2003), EtailQ 
(Wolfinbarger & Gilly, 2003), and NetQual (Bressolles, 2006). 
Bressolles and Nantel(2008) intended to determine the most relevant scale in 
terms of electronic service quality. They investigated the impact of task nature and 
success or failure to complete a specific task by an evaluation of electronic service 
quality. The evaluation of electronic service quality focused on two categories: (1) 
behavioral measures, and (2) attitudinal measures. A series of studies was conducted in 
concert with six Canadian e-commerce sites. The sampling involved over 700 
consumers and was collected between the months of July 2004 and May 2005. Data 
were collected in four of the following distinct steps: (1) warm-up task, (2) experimental 
task, (3) the questionnaire, and (4) the interview. 
The findings revealed that NetQual was superior to the other three scales 
(Sitequal, EtailQ, and Webqual) in measuring perceptions of electronic service quality. 
That is, the NetQual scale best fits the data and exhibits the strongest explanatory power. 
It has an apparent positive, significant impact on attitude toward site, regardless of the 
nature of the task performed (i.e., transactional versus informational), or task outcome 
(i.e., success or failure). There were limitations in the study. Follow-up research to 
replicated findings on various e-commercial web sites to further validate these findings 
would substantiate the outcomes. Additionally, the "reliability" dimension of the scale 
which pertains to precision, speed of delivery, and after-sale service among other 
elements was removed. The study needed to investigate the electronic service quality 
in different cultural consumption contexts. 
In summary, the authors suggested that electronic service quality of an 
e-commerce web site can influence consumer decision-making. The NetQual scale of 
electronic service quality is useful for managers and decision makes, such as webmasters 
whose responsibility is designing and upgrading commercial web sites. The scale 
assists managers with evaluating and monitoring changes in perceptions of service 
quality of retail and service sites. Future studies should perhaps include measures of 
e-commerce web site efficiency such as the analysis of log files, and visit-purchase 
conversion rates. 
Kim, Kim and Lennon (2006) conducted an empirical study to identify online 
service attributes that facilitate efficient and effective shopping, purchasing, and delivery 
based on the modified E-S-QUAL scale. The aim of this study was to evaluate online 
apparel retailers' service performance and complement existing online service quality 
research based on consumer perceptions. The brief literature review compared the 
several main theoretical approaches (Webqual, E-Qual, SITEQUAL, e-SQ, and eTailQ), 
and provided background to the problem of online service attributes on retail web sites. 
A total sample of 111 apparel retail web sites were selected using directories from 
ApparelResources.com, 24Hourmall.com, and Yahoo.com search engines. Instrument 
development and data collection procedures were clearly described. The results and 
findings by the authors indicated that online apparel retailers needed to provide more 
information for their customers. For instance, the provision of sitemaps, company 
contact information, FAQs, and company information, does not cost much compared to 
its potential benefit such as reduced perceived risk. In summary, the results found a 
positive relationship between online service attributes and customer satisfaction. 
Consequently, it was recommended that retail web sites offer online service attributes 
that satisfy consumer needs of adequate information when shopping online. 
In terms of validity, the research clearly defined target and accessible populations; 
however, the final data-producing sample was self-selected thereby presenting a 
selection bias. One limitation of this study was that online service attributes identified 
in this research were isolated from women's apparel web sites; therefore, some of these 
attributes could not be applicable to different product categories or gender. 
Furthermore, the evaluation of online service performance was based on the presence or 
absence of online service attributes. While the evaluation strategy is objective, it 
provided an incomplete view of online service quality. 
Measurement of e-service Quality. With the rapid growth of 
Business-to-Consumer (B2C) e-commerce, the importance of measuring and monitoring 
e-service quality in e-commerce has been recognized (Li & Suomi, 2007). Many 
different scales measuring electronic service quality have been developed, primarily 
based on customer perceptions, or on evaluations of sales experiences. Yoo and Donthu 
(2001) developed the SITEQUAL model to measure four dimensions of e-service quality: 
ease-of-use, aesthetic design, processing speed, and security. Barnes and Vidgen (2003) 
developed the WEBQUAL model to determine three dimensions (usability, information, 
and interaction) to measure online service quality. The E-TailQ model was developed 
by Wolfinbarger and Gilly (2003). This model focues on four dimensions: website 
design, fulfillment/reliability, securitylprivacy, and customer service. Bressolles (2006) 
proposed the NetQUAL model to test five dimensions of electronic service quality 
including: information, ease-of-use, reliability1 fulfillment, site design, and security1 
d 
privacy. Furthermore, Parasuraman, Zeithaml and Malhotra (2005) developed E-S-QUAL 
and E-RecS-QUAL models to measure online service quality. The E-S-QUAL, which 
was developed to assess service quality of online shopping, provides four dimensions: 
efficiency, fulfillment, system availability, and privacy. The E-RecS-QUAL, primarily 
based on customer perceptions and post-purchase experience of customers, includes three 
dimensions: responsiveness, compensation, and contact. Table 1 and 2 shows the 
various studies conducted in the last ten years measuring e-service quality. 
Table 1 
Summary of the Principal Measurement Scales for Electronic Service Quality 
Yoo and Donthu Barnes and Vidgen Wolfinbarger and 
Author (2001) (2003) Gilly (2003) 
Instrument Sitequal Webqual(4) eTailQ 
Number of items 9 22 14 
Dependent variables 1. Attitude toward 
site 
2. Site loyalty 
3. Site equity 
4. Purchase 
intention 
5. Site revisit 
intention 
6. Site quality 
Dimensions 
1. Satisfaction 
2. Attitude toward 
site 
3. Loyalty intentions 
4. Global quality 
1. Ease-of-use 1. Usability 1. Website design 
2. Aesthetic design 2. Information 2. Fulfillment/reliabi 
3. Processing speed 3. Interaction lity 
4. Security 3. SecuritylPrivacy 
4. Customer service 
Sample 94 students who visit 380 questionnaires on Online survey of 1013 
and interact with 3 three online bookshop customer members of 
sales websites online websites evaluations a panel 
by students 
Note. The SITEQUAL scale is from Yoo and Donthu (2001) developed to measure online service quality. 
The WEBQUAL scale was developed by Barnes and Vidgen (2003), The E-TailQ scale was developed by 
Wolfinbarger and Gilly (2003). 
Table 2 
Summary of the Principal Measurement Scales for Electronic Service Quality 
Parasuraman, Parasuraman, 
Zeithaml and Zeithaml and 
Author Bressolles (2006) Malhotra (2005) Malhotra (2005) 
Instrument NetQual E-S-Qual E-RecS-Qua1 
Number of items 18 22 11 
Dependent variables 1. Overall quality 1. Perceived value 1. Perceived value 
2. Satisfaction 2. Loyalty intentions 2. Loyalty intentions 
3. Attitude toward 
site 
Dimensions 1. Information I .  Efficiency 1. Responsiveness 
2. Ease-of-use 2. Fulfillment 2. Compensation 
3. Reliability/fulfill 3. System 3. Contact 
ment availability 
4. Site design 4. Privacy 
5. Securitylprivacy 
Sample 855 customers of 2 Respondents who 
commercial websites have carried out at 
(travel and electronic least 3 online 
goods) purchases over the 
previous 3 months on 
amazon.com (650 
people) or 
walmart.com (253 
people) 
Respondents who 
have carried out at 
least 3 online 
purchases over the 
previous 3 months on 
amazon.com (650 
people) or 
walmart.com (253 
people) 
Note. The NetQual scale was developed by Bressolles (2006), The E-S-Qual scale and E-RecS-Qua1 
scale were developed by Parasuraman, Zeithaml and Malhotra (2005). 
SZTEQUAL scale. Yoo and Donthu (2001) developed the SITEQUAL scale to 
measure online service quality. This scale has nine items reflecting four dimensions: (1) 
ease-of-use and capacity to obtain information; (2) design and creativity of site with 
multimedia content and colors; (3) speed of the order process and reactivity to 
consumers' requests; and (4) security of financial and personal information. 
WEBQUAL scale. Barnes and Vidgen (2003) developed the WEBQUAL scale, 
which is composed of three dimensions: (1) usability of the site refers to pragmatic 
elements such as the way the consumer perceives and interacts with the site; (2) quality 
of information refers to quality of content offered on the site defined as precise pertinent 
information that users consider well formatted; (3) quality of interaction refers to the 
quality of service interaction the users receive on the site. 
E-TailQ scale. Wolfinbarger and Gilly (2003) developed the e-TailQ scale to 
measure e-service quality. This scale includes four dimensions: (1) Website design; (2) 
Fulfillment/reliability; (3) SecurityPrivacy; and (4) Customer service. 
NetQual scale. Bressolles (2006) developed the NetQual scale which includes 
18 items measuring five dimensions: (1) quality and quantity of information available; (2) 
ease of site use; (3) design or aesthetic aspect of the site; (4) reliability or respect for 
commitment; (5) security/confidentiality of personal and financial data. 
E-S-QUAL Model. Zeithanl, Parasuraman, and Malhotra (2005) empirically 
tested a multiple item scale, the E-core Service Quality Scale (E-S-QUAL), for assessing 
service quality of online shopping providers. E-S-QUAL includes the four dimensions 
of efficiency, fulfillment, system availability, and privacy. Efficiency is defined as "the 
ease and speed of accessing and using the site" (Parasuraman et al., 2005, p.220). It 
refers to customers' ease of web site access, simplicity of using the site, ease of finding 
information, and fast check-out with minimal effort (Kim, Kim, & Lennon, 2006). 
Furthermore, Davis (1989) believed customers will evaluate a website service quality 
according to its influence on how users are able to complete tasks efficiently within the 
web site. Fulfillment dimension is defined as "the extent to which the site's promise 
about order delivery and item availability are fulfilled" (Parasuraman et al., 2005, p.220). 
Wolfinbarger and Gilly (2003) discovered that fulfillment and reliability are the most 
important predictive factors of customer satisfaction, customer loyalty, and repurchase. 
In addition, Yang and Fang (2004) pointed out that accurate order fulfillment and keeping 
service promises are primary service quality elements leading to customer satisfaction 
and dissatisfaction. The third dimension, System availability, is defined as "the correct 
technical functioning of the site" (Parasuraman et al., 2005, p.220). Frarn and Grady 
(1995) indicated that technical software issues are problems related to purchasing on the 
Internet. Avoiding and eliminating broken links and links to web sites that no longer 
exist or that are under construction are related to the total e-service quality (Santo, 2003). 
The final dimension of the E-S-QUAL is Privacy, which is defined as "the degree to 
which the site is safe and protects customer information" (Parasuraman et al., 2005, 
p.220). The privacy dimension has been shown to have a strong impact on intention to 
purchase (Loiacono, Watson, & Goodhue, 2002), satisfaction (Szymanski & Hise, 2000), 
and overall site quality (Yoo & Donthu, 2001). In addition, privacy and security are the 
key factors in evaluating online services (Culnan, 1999). Privacy is the protection of 
personal information when customers' information was collected by the online shopping 
process. Security means that customers are safe from fraud and risks of financial 
damage while using credit cards (Friedman, Kahn, & Howe, 2000). 
E-RecS-QUAL. Parasuraman, Zeithaml, and Malhotra (2005) developed the 
E-RecS-QUAL scale which measures the quality perceived by the customer in recovery 
situations. Recovery situations occur when a service-related problem arises and the firm 
in question attempts to provide a specific solution to the given problem. For example, 
the E-RecS-QUAL scale is proposed to be relevant when customers face "nonroutine 
encounters" during the online-shopping process that are related to "service recovery," 
such as, product returns and dealing with problems (Parasuraman et al., 2005). The 
E-RecS-QUAL scale includes the following aspects: (1) Responsiveness, which refers to 
commercial post-sale assurance; (2) Compensation, a measure of aspects of return of 
goods; and (3) Contact, referring to the possibility of access to a customer service agent. 
Online Customer Satisfaction 
Conceptualization of Online Customer Satisfaction. For the 
conceptualization of customer satisfaction, Fornell(1992) and Anderson, Fomell, and 
Lehmann (1994) pointed out that customer satisfaction can be defined as a positive 
evaluation of performance based on all prior experiences with a firm. Furthermore, 
Oliver (1997) considered that "satisfaction is the consumer's fulfillment response. It is 
a judgment that a product or service feature, or the product or service itself, provided (or 
is providing) a pleasurable level of consumption-related fulfillment, including levels of 
under - or overfulfillment" (Oliver, 1997, p. 13). 
Theoretical: Online Customer Satisfaction. In the theoretical literature, 
customer satisfaction is defined as a positive evaluation of performance based on all 
prior experiences with a company (Fomell, 1992; Fomell & Lehmann, 1994). Previous 
research provided evidence that several significant factors (expectations, performance, 
equity, and affect) may influence customer satisfaction. First, most empirical findings 
showed a positive relationship between satisfaction and expectations (Oliver, 1980; 
Swan & Trawick, 1981; Bearden & Teel, 1983). Moreover, numerous scholars pointed 
out that performance is positively related to customer satisfaction judgments (Churhchill 
& Surprenant, 1982; Olver & DeSarbo, 1988; Cronin & Taylor, 1992; Halstead, Hartman, 
& Schmidt, 1994). Third, Oliver (1997) argued that equity judgments are an important 
factor for customers to evaluate the fairness or rightness in reference to what others 
receive. Seiders and Berry (1998) explained the elements of equity judgments which 
include procedural justice, interactional justice, and distributive justice. Finally, the 
affective factors impacted a positive relationship with customer satisfaction (Websbrook, 
1980; Westbrook & Oliver, 1991). Several scholars indicated that affective factors play 
a critical role in the early stages of satisfaction and future studies should include various 
emotions of customers (Oliver, 1980; Koschate & Hoyer 2006). 
Bearden and Tee1 (1983) pointed out that customer satisfaction is important to the 
marketer. Their findings indicated that repeat sales and customer loyalty had a positive 
relationship with satisfaction. Further, Day & Landon (1977) argued that satisfaction 
can impact individual customer behavior. In the operation of the electronic customer 
satisfaction, Szymanski and Hise (2000) developed an e-Satisfaction model to 
investigate online customer loyalty through four dimensions: convenience, 
merchandising, site design, and financial security. Recently, The ACSI model, a new 
type of customer satisfaction measurement system, was developed. The ACSI model 
adopted three manifest variables (overall satisfaction, expectancy disconfirmation, and 
performance vs. the ideal) to measure online customer satisfaction. ACSI is a useful 
tool to provide detailed information for marketers to analyze the purchasing decisions of 
customers. 
Empirical: Online Customer Satisfaction. Lu (2003) developed a conceptual 
framework for evaluating web-based Business-to-Customer (B2C) electronic commerce 
(EC) applications. The framework includes three potential factors: (1) EC costbenefit; 
(2) EC functionality; and (3) customer satisfaction. The study examined the 
inter-dependent and interrelated relationships among factors through a group testing of 
hypotheses. Lu's literature review was thorough and provided background to the 
problem of EC business benefit and evaluated its application successes. A random 
sampling plan resulted in the final data producing a sample of 156 companies from 
149,974 organizations registered in the UBD E-directory at http://www.ubd.co.nz, 
conditional on their reaching an appropriate level of EC development. 
In this study, the researcher used customer-oriented and company-oriented 
surveys to test the proposed hypotheses. A customer-oriented desk survey was 
conducted in order to obtain customers' assessments (customer satisfaction) for these EC 
applications followed by a company-oriented survey using questionnaires. The 
respondents were asked to answer a series of questions on a discrete 7-point Likert Scale. 
The analysis of the results demonstrated that the functionality on an EC application had 
significant impact on customer satisfaction. The results indicated that main benefits are 
dependent on the improvement of the relationship with customers. It is critical for B2C 
EC to build improved relationships with online customers. Thus, customer satisfaction 
strongly influences beyond EC benefits and has the potential to become a key to measure 
an EC application success. Furthermore, the customer satisfaction is dependent on the 
expense of maintaining EC, but not of setting up EC. The online business companies 
need to actively investigate strategies to improve information and service quality 
provided through the Internet. In the summary, the study identified a number of 
interrelated or inter-dependent relationships among the factors from EC application 
functions, cost benefit, and customer satisfaction. This study developed an 
actor-relationship model to provide useful information related to the ways business 
organizations may use web-based EC applications to obtain more benefits that are 
flowing from improving customer satisfaction, and strategies to improve customer 
satisfaction by determining EC investments in different ways. The one limitation of 
this study is that the sample focused on small and medium online businesses in New 
Zealand. The same approach may not be applied for EC applications in larger online 
business located in different countries. 
Bansal, McDougall, Dikolli, and Sedatole (2004) conducted a quantitative 
empirical study to examine the antecedents of e-satisfaction and the relations between 
e-satisfaction and two new behavioral outcomes (customers' stated purchasing behavior 
and actual browsing behavior). The aim of this study was to explore the relationships 
between e-satisfaction and retention in the online environment. This study addressed 
two significant questions: (1) What drives Web site satisfaction; and (2) What is the 
relationship between Web site satisfaction and retentiontreferral, online purchasing, and 
Web stickiness. 
In their review of literature, the authors compared service quality and 
e-satisfaction between offline and online environments. In the offline context, the 
service quality is the major driver of customer satisfaction due to provider-customer 
interaction during the service encounter. However, in online business, the service 
encounter is a non-personal interaction. As a consequence, e-satisfaction is driven by 
web site characteristics (e.g. site design, Web store functionality, ease of understanding, 
ease of navigation). This study pointed out that in both online and offline settings, the 
challenge is to identify the drivers of satisfaction and then, examine the relationship 
between satisfaction and behavioral outcomes, such as retention and word-of-mouth. 
The sampling involved 145 predominantly multi-channel retailing firms for a total of 
683 observations. The conceptual framework showed that "Web site attributes will 
drive overall satisfaction, which in turn will be related to behavioral outcomes" (Bansal 
et al., 2004, p.293). The factor analysis used LISREL 8 with Maximum-Likelihood 
(ML) (Joreskog & Sorbom, 1993) to estimate two structural models. The first model 
investigated Web site characteristics and customer service as drivers of the overall web 
site satisfaction (retentiodreferral; online conversion; and stickiness of the web site). 
The second model looked at overall web site satisfaction as directly related to the three 
outcome constructs namely retentiodreferral, online purchasing, and Web stickiness. 
The finding revealed that two propositions were confirmed by the LISREL analysis. 
The first proposition was that web site attributes will be significantly related to overall 
web site satisfaction. The second proposition was that overall web site satisfaction be 
significantly related to stated behavioral outcomes and actual behavioral outcomes. 
Furthermore, the findings suggested: (1) web site characteristics (ease-of-use, 
information available, product selection, price, and transaction duration) were the most 
important drivers of the behavioral outcomes for managers of online retailing companies; 
(2) If the ultimate goal of the improvement is to increase retention and referrals, the 
managers of online retailing companies should distribute additional resources to online 
customer service. 
One of the weakness of this study was that it did not take into consideration the 
customer characteristics such as, age, gender, income, experience, and technology 
readiness, privacy, or security in shaping customer satisfaction perception. 
Measurement of Online Customer Satisfaction. Customer satisfaction is 
important to the marketer. The underlying reason is that "customer satisfaction is 
generally assumed to be a significant determinant of repeat sales, positive 
word-of-mouth, and consumer loyalty" (Bearden & Teel, 1983, p.21). According to 
research, satisfaction has the potential to impact individual consumer behavior and 
customer satisfaction reflects a positive outcome from the outlay of scarce resources and 
the fulfillment of unmet needs (Day & Landon, 1977). Important studies in the 
measurement of online customer satisfaction were conducted using an e-satisfaction 
model (Szymanski & Hise, 2000). The American Customer Satisfaction Index (ACSI) 
model, and the E-commerce Customer Satisfaction Index (ECCSI) model (Kim, 2005) 
are further explained. 
E-satisfaction model. Szymanski and Hise (2000) developed an e-satisfaction 
model (Figure 1) to measure online customer satisfaction. They conducted a qualitative 
study for the purpose of examining online customer satisfaction in online retailing. The 
hypothesis assumed that: (1) satisfaction with e-retailing increases as perceptions of 
convenience become more positive; (2) satisfaction with e-retailing increases as 
perceptions of online merchandising become more positive; (3) satisfaction with 
e-retailing increase as perceptions of site design become more positive; and (4) 
satisfaction with e-retailing increases as perceptions of online financial security become 
more positive. The findings indicated that "convenience, site design, and financial 
security are the dominant factors in consumer assessments of e-satisfaction" (Szymanski 
& Hise, 2000, p.309). 
I Convenience I 
Merchandising 
Product offerings 
Product information 
Site Design 
Financial Sec~~r i t v  
Figure I. Model of e-Satisfaction 
From "e-Satisfaction: an initial examination", by D. M. Szymanski, and R. T. Hise, 2004, Journal of 
Retailing. 
The ACSZ model. The National Quality Research Center (NQRC) developed the 
American Customer Satisfaction Index to measure e-service quality in 1994. The ACSI 
is a gold standard for measuring satisfaction of consumers in the United States. On the 
other hand, the ACSI is "a new types of customer-based measurement system for 
evaluating-and-enhancing the performance of firms, industries, economic sectors, and 
national economies" (Fornell, Johnson, Anderson, Cha, & Bryant, 1996, p.7). 
This model employed customer interviewing and econometric modeling to 
analyze customer satisfaction. The survey included approximately 80,000 North 
American interviews and involved more than 200 companies in over 40 different 
industries in the United States (Fornell, Johnson, Anderson, Cha, & Bryant, 1996). The 
ACSI score included three significant questions: (1) overall satisfaction; (2) expectancy 
disconfirmation; (3) performance vs. the ideal. Each variable score is on a different 1 to 
10 scale (see Table 3). 
Table 3 
The Manifest Variable ofACSI Score and Likert-type Scale 
-~ -- 
(Likert-Type Scale ) (Likert-Type Scale ) 
Manifest Variable 1 10 
Overall satisfaction Very dissatisfied Very satisfied 
Expectancy disconfirmation Falls short of your Exceeds your 
expectations expectations 
Performance vs. the ideal Not very close to the Very close to the ideal 
ideal 
From "American Customer Satisfaction Index: Methodology Report", by B. Bryant, and C. Fornell, 2005, 
National Quality Research Center. 
In summary, ACSI is a useful tool for "evaluating and enhancing the health of the 
nation's economy, both in terms of national competitiveness and the welfare of its 
citizens" (Fornell, et al., 1996, p.15). Furthermore, ACSI offers an important measure 
of a companies' performance and future financial health for managers and investors. 
Finally, for customers, ACSI provides more information for making purchase decisions, 
and "leads to improvements in the quality of the goods and services they consume, as 
well as in their overall standard of living" (Fornell, et. al., 1996, p.15). The ACSI model 
is shown in Figure 2. 
Figure 2. The American Customer Satisfaction Index (ACSI) model. 
From "The American Customer Satisfaction Index: Nature, Purpose, and Findings," by C. Fornell, M. D. 
Johnson, E. W. Andhson, J. Cha, and B. E. Bryant, 1996, Journal of Marketing. 
Index of online customer satisfaction (ECCSI). Kim (2005) developed an 
index of online customer satisfaction (ECCSI) using a weighted sum model to measure 
e-customer satisfaction. The ECCSI model applies the concept of customer satisfaction 
from management information systems (MIS), marketing and e-commerce. The ECCSI 
was confirmed by testing repurchase behavior and against repurchase intention with 
internet stores purchase frequency and reuse frequency as particular indicators of 
I 
e-satisfaction. The significant factors of the ECCSI model include: e-commerce 
customer satisfaction, delivery and after sales service, purchase result and price 
attractiveness, product information, customer service, site design, process convenience, 
product attractiveness, payment method, site information, log-on convenience, repurchase 
intention, and repurchase behavior. The result of the ECCSI model showed that ten 
factors (delivery and after sales service, purchase result and price attractiveness, product 
information, customer service, site design, process convenience, product attractiveness, 
payment method, site information, log-on convenience) and the e-satisfaction index are 
good exponents of repurchase behavior and repurchase intention. The ECCSI provides 
a validity instrument to measure e-service quality and is rated very high at explaining 
actual repurchase behavior and repurchase intentions. The ECCSI model is presented in 
Figure 3. 
Delivery and after 
sales service 
Purchase result and 
price attractiveness Repurchase intention 
Customer service 1 E-commerce 2 1 
Figure 3. The e-commerce customer satisfaction model (ECCSI) 
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From "Developing an index of online customer satisfaction," by H. R. Kim, 2005, Journal of Financial 
Services Marketin. 
Online Customer Loyalty 
Conceptualization of customer loyalty. Customer loyalty has been defined as 
the feeling of attachment to or affection for a company's people, products, or services that 
will directly influence customer behavior (Jones & Sasser, 1995). Griffin (1998) 
proposed that customer loyalty has four characteristics: (1) repeat purchasing; (2) 
purchasing other products or services that the company provided; (3) building advertising; 
and (4) a resistance to promotions from other competitors. In addition, Sirohi, 
McLaughlin, and Wittink (1998) stated that three measures of customer loyalty are: (1) 
customer 
satisfaction index 
(ECCSI) 
-C 
Repurchase behaviour 
- 
- 
- 
Revisit frequency 
Purchase frequency 
- 
- 
willingness to purchase; (2) willingness to repurchase; and (3) willingness to recommend 
the store to others. On the other hand, De Wulf and Odekerken-Schroder (2003) 
measured behavior loyalty by purchasing frequency and expenditure amount. 
Online customer loyalty. Cyr, Bonanni, and Ilserver (2005) defined e-loyalty as 
intention to revisit a website, or to purchase from it in the future. Furthermore, Flaviin, 
Guinaliu, and Gurrea (2006) suggested that e-loyalty should be conceived as a 
"consumer's intention to buy" from a website, and consumers will not change to another 
website. Srinivasan, Rolph, and Kishore (2002) proposed eight factors (8C) affecting 
e-loyalty that included: Customization, Contact interactivity, Care, Community, 
Convenience, Cultivation, Choice, and Character. Srinivasan et al. found that after 
consumers become loyal to a particular e-store, consumers will build a positive image of 
the online store, are pleased to recommend it to others, and are willing to pay higher 
prices to purchase products. 
Theoretical: Online Customer Loyalty. Griffin (1998) indicated that the 
characteristics of customer loyalty include purchasing, repeat purchasing, and positive 
image of brand or firms. Sirohi, McLaughlin, and Wittink (1998) supported this point 
of view and suggested that three major factors of customer loyalty should be measured 
including: (1) willingness to purchase; (2) willingness to repurchase; and (3) willingness 
to recommend the store to others. In recent years, many studies of consumer loyalty 
showed that behavior loyalty can be measured by purchasing frequency and expenditure 
amount (DeWulf & Odekerken-Schroder, 2003; Cyr, Bonanni, & Ilserver, 2005; Flaviin, 
Guinaliu, & Gurrea, 2006). 
Empirical: Online Customer Loyalty. Bergeron and Stntcal(2001) 
conducted an empirical study on how to increase customeys' loyalty in online stores. 
The authors indicated that "the customer loyalty concept has become the main 
preoccupation of marketers; however, it is quite understandable" (Bergeron & Stntcal, 
2001, p.3). In the context of online retailing, the studies on factors that influence online 
customers' loyalty remain rare. Hence, the purpose of the study was to identify the 
primary factors that influence online customer loyalty. 
The literature review was informative, and provided examples from real practice. 
The conceptual framework of the study is partially based on the "quality-value-loyalty" 
model of Parasuraman and Grewal(2000). According to Bergeron and SCntcal(2001), 
the most important factors influencing online customers' loyalty are: (1) influence of the 
company's products, prices and service; (2) influence of the employee's expertise; (3) 
influence of the company's distribution system; (4) influence of the company's web site. 
A non-probabilistic sampling plan resulted in the final data producing sample of 
917 participants who answered the survey conducted by the researchers. In order to 
minimize possible sampling bias, the survey used several techniques in attempts to reach 
every Internet user: (1) e-mailed the survey to a considerable list of respondents that 
were representative of Internet users; and (2) advertised the survey on neutral, 
high-exposure sites, newsgroups and traditional media such as newspapers or trade 
magazines. The survey considered past empirical research to build the questionnaire 
and used a 7-point Likert type scale. The researchers previously stated that several 
methods (Cronbach's alpha, Principal Axis Factoring, and Maximum Likelihood) were 
employed to assess the measures' reliability and validity. 
The results indicated that "70% of the respondents that qualify their knowledge 
as "intermediary" are disloyal to their supplier, and 60% of the online customers that 
believe to possess an "advanced" comprehension of e-commerce are loyal" (Bergeron & 
Sknecal, 2001, p.11). The analysis of the study also pointed out that loyal online 
customers perceived that their supplier (x = 6.65) offered them good service and saved 
them a lot of time in doing business. Thus, the ability of the companies to assist their 
consumers in saving time constitutes an essential factor that considerably influences the 
loyalty of consumers who shop online. In addition, the product variety and online 
stores' web site designs were also important factors that strongly influenced online 
customers' loyalty. Finally, "the results showed that even if a virtual supplier gives 
excellent service and the web site is very considered secure, prices must be competitive 
if the goal is to increase customers' loyalty" (Bergeron & SCnCcal, 2001, p.16). 
Bergeron and SCnCcal (2001) concluded that "online customers' loyalty mostly depends 
on a judicious combination of the companies' marketing strategies" (p. 16) including 
distribution, service, image, products and prices. 
A perceived weaknesses of this study, was that the conceptual framework could 
have included other variables such as, brand image or advertisement. Customer-related 
variables such as different sociodemographic variables (income, ethnicity, or level of 
education) may influence online consumer loyalty and their inclusion would have 
enhanced the investigation. 
Yun and Good (2007) conducted an empirical study that examined online 
customer loyalty intentions and provided a conceptual model to online retailers to 
develop customer loyalty from e-tail store image attributes. The research focused on 
the important final stage of the customer decision-making (post-purchase evaluation), 
and used structural equation modeling to examine the model and hypotheses. The goal 
of the study was to better understand the relationship between e-patronage intentions and 
e-loyalty. The literature review provided a clear background to the research topic and 
was useful in developing a model of online customer loyalty based on three themes: (1) 
e-tail store image; (2) e-patronage; (3) e-loyalty behaviors. The researchers anticipated 
that all three themes would strongly influence online customer loyalty. 
A total probability sample of 203 participants from a large mid-western 
university who had online purchasing experience at least twice in the previous 12 
months were used in the study. The majority of the participants sampled were between 
17-60 years of age, with a median age of 23. A total of 76% were undergraduates and 
91% were singletnever married. A web-based survey was used to determine the 
proposed model and test the hypotheses with a 7-point Liert-type scale (1 = strongly 
disagree; 7 = strongly agree). 
Based on the conceptual model of online customer loyalty (see Figure 4), the 
authors proposed three broad hypotheses: (1) HI. A favorable e-tail store image will be 
derived from favorable e-merchandise, e-service, and e-shopping atmosphere attributes; 
(2) H2. A favorable e-tail store image will positively predict consumer e-patronage 
intentions; (3) H3. E-patronage intentions will lead to e-loyalty behaviors. 
Confirmatory factor analysis (CFA) was employed to test the online loyalty model. 
According to the results of CFA, the findings indicated support of all the three proposed 
hypotheses. 
The study, however, did not examine other types of online stores, nor different 
product categories or services, and the data collection was limited to one specific 
university. 
Measurement of Online Customer Loyalty. The causal chain of loyalty model. 
Khadraoui, Gharbi, and Plaisent (2007) developed the causal chain of loyalty model 
to measure online customer loyalty. The authors conducted a quantitative study to 
explore the potential factors of online customer loyalty in the internet context based on 
five potential factors (trust, cognitive loyalty, affective loyalty, conative loyalty, and 
action loyalty) that may critically influence online customer loyalty (see Table 4). The 
results supported this model and the findings indicated that: (1) trust positively influences 
loyalty; (2) "cognitive loyalty is a partial mediator between trust and affective loyalty"; (3) 
"affective loyalty is a partial mediator between cognitive loyalty and conative loyalty"; (4) 
"conative loyalty mediates the relationship between affective loyalty and action loyalty" 
(p.47). 
Table 4 
The Causal Chain of Loyalty Model 
Manifest Variable Dimensions Number of items 
Trust 
Loyalty 
1. Trust ability 4 
2. Trust benevolence 4 
and integrity 
1. Cognitive loyalty 3 
2. Affective loyalty 2 
3. Conative loyalty 2 
4. Action loyalty 4 
From "The Causal Chain of Loyalty", by M. Khadraoui, J. Gharbi, and M. Plaisent, 2007, 
http://www.u-bourgogne.M. 
E-satisfaction and e-loyalty model. Anderson and Srinivasan (2003) developed 
e-satisfaction and e-loyalty models to measure online customer loyalty. The significant 
40 
factors of this research include: e-satisfaction, e-loyalty, trust, perceived value, purchase 
size, inertia, and convenience motivation. The model pointed out that the impact of 
e-satisfaction on e-loyalty may be significantly moderated by individual-level variables 
(inertia, convenience motivation, and purchase size) and company-level variables (trust 
and perceived value). In order to enhance online customer loyalty, this study suggested 
that "a company must continuously work at enhancing perceived value for customers to 
discourage their switching to competitors" (p.133). The E-satisfaction and e-loyalty 
model is presented in Figure 4. 
Business level factors 
Trust 
Perceived value 
Individual level factors 
Purchase size 
Inertia 
Convenience motivation 
E-Satisfaction 1 
Figure 4. E-Satisfaction and E-Loyalty model 
From " E-Satisfaction and E-Loyalty: A Contingency Framework," by Anderson and Srinivasan, 2003, 
Psychology &Marketing. 
Online Customer Repurchase Intentions 
Conceptualization of Repurchase Intention. Repurchase intention has been 
discussed extensively by marketing researchers. Copeland (1923) defined repurchase 
intention as the intention to repeatedly purchase a particular product. Khalifa and Liu 
(2007) indicated that "repurchase is a form of volitional behavior, as customers generally 
enjoy more than one option of which store to buy again" (p.782). In the context of 
online retailing, repurchase intention has been described as the re-usage of the online 
channel to buy from a particular retailer (Khalifa & Liu, 2007). Bhattacherjee (2001) 
further discussed in his research online repurchasing behavior. His proposed model was 
formulated on Expectation Confirmation Theory (ECT) with expectation and postulated 
confirmation, satisfaction, and loyalty incentive as significant factors affecting online 
repurchasing (Bhattacherjee, 2001). Currently, repurchase intention has become a 
critical issue for B2C e-commerce. One conclusion drawn from the study is that repeat 
customers are a source of profit for any company as they tend to be less sensitive to price, 
have greater spending capacity, can be served at a lower cost, and pass on positive 
recommendations to other customers (Reichheld & Sasser, 1990). 
Theoretical: Online Customer Repurchase Intentions. With the rapid growth 
of online retailing, repurchase intention has become a critical issue for marketing 
researchers. According to Reichheld and Sasser (1990), repeat customers are a source 
of profit for firms. Repeat customers can be served at a lower cost, and pass on 
positive images of firms to other customers. Gupta and Kim (2007) support this point 
of view and argued that repeat customers are more profitable than new customers for 
firms. In a theoretical definition, repurchase intention is defined as a form of volitional 
behavior, and as the intention to repeatedly purchase products from a particular retailer 
(Copeland, 1923; Khalifa & Liu 2007). 
Empirical: Online Customer Repurchase Intentions. Khlifa and Liu (2007) 
used empirical research to examine consumer retention in the context of online shopping. 
The researchers applied contingency theory to measure the effects of online shopping 
habit and online shopping experience on consumer retention. The study identified five 
significant factors as useful important online shopping usefulness drivers including: (1) 
after-sale service; (2) transaction efficiency; (3) security; (4) convenience; and (5) cost 
savings. Khlifa and Liu integrated various relevant theories into their development of a 
research model including: (1) technology acceptance model (TAM) (Davis, Bagozzi, & 
Warshow, 1989); (2) disconfirmation theory (Oliver & DeSarbo, 1988); and (3) IS 
continuance theory (Bhattacherjee, 2001). 
The sampling involved 122 online customers who had online shopping 
experience from various internet stores, and were invited by e-mail to join this survey. 
The online survey used various measuring scales as follows: (1) items measuring Online 
Repurchase Intention from Limayem, Khalifa, and Frini (2000); (2) items measuring 
Online Shopping Habit from Limayem and Hirt (2003); (3) items measuring Online 
Shopping Experience from Limayem and Hirt (2003); (4) items measuring Online 
Shopping Satisfaction from Bhattacherjee (2001); and (5) items measuring Perceived 
Usefulness from Bhattacherjee (2001). 
The analysis of data used Partial Least Squares (PLS) (Wold, 1989) to test two 
major moderators (online shopping habit and online shopping experience) with research 
models. According to the PLS analysis, the results found that all path coefficients 
provided strong support for the research model and hypotheses. In the analysis of the 
I 
research model with online shopping habit, the factors of perceived usefulness (B = 0.31; 
P = 0.01) and online shopping satisfaction (B = 0.44; P = 0.01) had positive effects on 
customer repurchase intention. The results statistically supported H1 to H7 namely: (1) 
HI. Perceived usefulness has a significant positive effect on online repurchase intention; 
(2) H2. Perceived usefulness has s significant positive effect on online shopping 
satisfaction; (3) H3. Online shopping satisfaction has a significant positive effect on 
online repurchase intention; (4) H4. Online shopping habit has a significant positive 
effect on online shopping satisfaction; (5) H5. Online shopping habit positively 
moderates the relationship between online shopping satisfaction and online repurchase 
intention; (6) H6. Online shopping experience has a significant positive effect on online 
shopping satisfaction; (7) H7. Online shopping experience positively moderates the 
relationship between online shopping satisfaction and online repurchase intention. 
In summary, the findings demonstrate "the effect of satisfaction on repurchase 
intention becomes stronger when online shopping becomes more habitual" (Khlifa, & 
Liu, 2007, p.788) and "experienced online customers are more likely to intend to 
repurchase when satisfied" (Khlifa, & Liu, 2007, p.788). 
Gupta and Kim (2007) conducted an empirical study to determine the effect of 
transaction experience on customers' decision making in online repurchases. The 
researchers employed a quantitative research and customer repurchase decision-making 
model to examine the relationship between transaction experiences and online 
repurchase. Gupta and Kim (2007) considered that "from a decision-making 
perspective, Internet vendors should use transaction experience to differentiate repeat 
customers, because customers modify their repurchase decision in successive 
transactions by adjusting their current beliefs to new information" (p.128). Thus, this 
study focused on two significant issues: (1) what factors influence an online customer's 
repurchase decision; and (2) how does an online customer's transaction experience 
moderate the repurchase decision calculus. 
This literature review provided a theoretical background about online purchase 
decision-making. The researchers argued that early research "did not differentiate 
repeat customers by transaction experience, and they lack a proper theoretical foundation 
for explaining online purchase decision-making" (Gupta & Kim, 2007, p.128). To 
explain these gaps, the researchers employed several theories (Mental Accounting 
Theory, Belief-Adjustment Model, and Cognitive Dissonance Theory) to develop a 
research model and hypotheses. Gupta and Kim's research model (see Figure 9) 
determined several significant factors in online customer repurchase intention including: 
(1) convenience; (2) pleasure; (3) perceived price; (4) perceived value; and (5) 
transaction experience. 
A convenience sampling plan resulted in the final data-producing sample of 814 
responses. A web-based survey was used to measure online repurchase intention based 
on convenience, pleasure, perceived price, perceived value, and transaction experience. 
The survey instrument consisted of self-developed and existing validated questions, 
including: (1) items for repurchase intention, developed by Dodds, Monroe, and Grewal 
(1991); (2) items for convenience, developed by Torkzadeh, and Dhillon (2002) and 
Childers, Christopher, Peck, and Carson (2001); (3) items for pleasure, developed by 
Holbrool, Chestnut, Olivia, and Greenleaf (1984); and (4) items for perceived value, 
developed by Sirdeshmukh, Singh, and Sabol(2002). 
Gupta and Kim (2007) used LISREL to analyze the structural model. The 
results of LISREL showed that "perceived value (Hl), perceived price (H3), 
convenience (H5), and pleasure (H7) had significant effects on repurchase intention" 
(Gupta & Kim, 2007, p.143). Furthermore, perceived price (H2), convenience (H4), 
and pleasure (H6) had a significant effect on perceive value. A moderated regression 
analysis (MRA) was employed to examine the transaction experience, and the results 
indicated that the transaction experience had a positive effect of perceived price (B = 
0.108, P = 0.001) and convenience (B = -0.125, P = 0.003) on repurchase intention. 
However, the results also showed that the transaction experience had a moderate effect 
on perceived value and pleasure on repurchase intention. 
In summary, the research indicated two significant findings: (1) all the identified 
monetary and non-monetary factors significantly influence the perceived value of 
purchasing from an online store, and (2) all four factors (perceived value, perceived 
price, pleasure, and convenience) significantly influence customer-purchase intention. 
The major limitation in this particular study was the survey which focused on one 
internet bookstore. Thus, the results and findings may not be generalized to other 
internet stores. Furthermore, books belong to a low-involvement category, and the 
outcome may be different from purchases in high-involvement products. 
Measurement of Online Customer Repurchase Intentions. Repurchase 
Intention and Expectation Confirmation Theory. According to the research, repeat 
customers are five times more profitable than new customers (Gupta & Kim, 2007). To 
increase profits, retaining customers has become the critical issue for online shopping 
stores. Oliver (1980) originally developed the Expectation Confirmation Theory (ECT) 
to explain and predict consumer satisfaction, loyalty, and repurchase intention. 
Expectation Confirmation Theory (see Figure5) focuses on post-purchase behavior. It is 
a widely used model in the consumer behavior literature, "particularly in explaining 
consumer satisfaction and repeat purchase" (Cheung, Chan, & Limayem, 2005, p.5). 
Satisfaction is the central notion of this model that is formed by the gap between 
expectation and perceived performance. Expectation Confirmation Theory suggests that 
"if the perceived performance meets one's expectation, confirmation is formed, and 
consumers are satisfied" (Cheung, et al., 2005, p.5). Many marketing researchers 
successfully adopted ECT to examine the potential relationship among consumer 
satisfaction, complaint behavior, and repurchase intention (Churchill & Surprenant, 1982; 
Wilton & Myers, 1986; Spreng, Mackenzie, & Olshavsky, 1996). 
The process by which customers reach repurchase intentions in ECT is as follows: 
(1) customers form an initial expectation of a specific product or service prior to 
purchase; (2) customers accept and use that product or service. Following a period of 
initial consumption, they form perceptions about its performance; (3) customers assess its 
perceived performance vis-8-vis their original expectation and determine the extent to 
which their expectation is confirmed; (4) customers form a satisfaction or affect based on 
their confirmation level and expectation on which that confirmation was based; and (5) 
satisfied customers form a repurchase intention, while dissatisfied users discontinue its 
subsequent use. 
Performance 
Disconfirmation  Satisfaction m 
Figure 5. Expectation Confirmation Theory 
From "A cognitive model of the antecedents and consequences of satisfaction decisions ", by Oliver, R. L., 
1980, Journal of Marketing Research. 
Cumulative online purchasing model. Holloway, Wang, and Parish (2005) 
developed a model to measure online customer purchase and repurchase intention based 
on cumulative online purchasing experience. The purpose of this study was to examine 
the moderating influence of cumulative online purchasing experience by testing a 
traditional model of service recovery in the context of online retailing. The variables 
included distributive justice, post-recovery satisfaction, cumulative online purchasing 
experience, negative word of mouth, and repurchase intention. This conceptual model 
(see figure 6) assumed that "cumulative online purchasing experience will moderate the 
relationships between these variables in the online service failurelrecovery encounter 
with two groups of online shoppers" (p.56). The result of the study pointed out that 
"post-recovery satisfaction is more predictive of repurchase intentions in the high 
experienced group than in the less experienced group7' (p.63). 
Cumulative online 
purchasing experience 
I 
Negative 
word of 
mouth 
Distributive Post-recovery 
Repurchase 
intention 
Figure 6. The Conceptual Model of Cumulative Online Purchasing Experience. 
From "The Role of Cumulative Online Purchasing Experience in Service Recovery Management ", by 
Holloway, Wang, & Parish, 1980, Journal of Interactive Marketing Volume. 
Theoretical Framework 
The theoretical framework of this study was based on Kim's (2005) E-commerce 
customer satisfaction index (ECCSI) model, Bressolles' (2006) NetQual model, Anderson 
and Srinivasan's (2003) contingency framework of e-satisfaction and e-loyalty, and 
Holloway, Wang, and Parish's (2005) cumulative online purchasing experience. 
The ECCSI model applies and integrates the concept of online customer 
satisfaction from three significant fields: management information systems (MIS), 
marketing, and e-commerce. The ECCSI defined e-customer satisfaction and developed 
an index for the weighted sum model of e-commerce customer satisfaction. 
The NetQual model was developed to measure the 5 dimensions of e-service 
quality which refer to the functional characteristics of both the site and transaction 
(quality and quantity of information available, ease of site use, design or aesthetic aspect 
of the site, reliability or respect for commitment, and security/confidentiality of personal 
and financial data). The NetQual scale of e-service quality was used to: (1) evaluate and 
monitor changes in perceptions of service quality of retail and service sites in online 
markets; (2) set performance objectives in terms of electronic service quality; (3) perform 
a competitive analysis of a site in terms of electronic service quality compared with 
competitors; and (4) refine analysis of reasons for success or failure of a particular site in 
terms of electronic service quality. 
A contingency framework of e-satisfaction and e-loyalty (Anderson & Srinivasan 
(2003) and cumulative online purchasing experience (Holloway et al., 2005) also 
provided the concept and link among e-service quality, e-satisfaction, e-loyalty, and 
repurchase intentions to build the theoretical framework in this study. The theoretical 
framework of this study is presented in Figure 7. 
Service - Customer Repurchase 
Quality Satisfaction Intentions 
Customer 
Loyalty 
Figure 7. Theoretical framework of online service quality, online customer satisfaction, 
online customer loyalty, and online customer repurchase intentions. 
Research Questions 
The research questions of this study were as follows: 
RQ1. Is there a significant positive relationship between e-service quality and 
repurchase intentions? 
RQ2. Are there significant positive relationships among e-service quality, online 
customer satisfaction, and online repurchase intentions? 
RQ3. Are there significant positive relationships among e-service quality, online 
customer loyalty, and online repurchase intentions? 
RQ4. Are there significant positive relationships among e-service quality, online 
customer satisfaction, online customer loyalty, and online repurchase intentions? 
Hypotheses 
Based on the review of theoretical and empirical studies, as well as the theoretical 
framework for this study, hypotheses for this study were proposed as follows: 
HI. E-service quality (information, ease-of-use, reliability, site design, and security) has a 
significant positive effect on online repurchase intentions. 
H2. E-service quality (information, ease-of-use, reliability, site design, and security) has a 
significant positive effect on online customer satisfaction. 
H3. Online customer satisfaction has a significant positive effect on online repurchase 
intentions. 
H4. E-service quality (information, ease-of-use, reliability, site design, and security) has a 
significant positive effect on online customer loyalty. 
H5. Online customer loyalty has a significant positive effect on online repurchase 
intentions. 
H6. Online customer satisfaction has a significant positive effect on online customer 
loyalty. 
H7. E-service quality (information, ease-of-use, reliability, site design, and security) and 
online customer satisfaction are significant explanatory variables of online repurchase 
intentions. 
H8. E-service quality (information, ease-of-use, reliability, site design, and security) and 
online customer loyalty are significant explanatory variables of online repurchase 
intentions. 
H9. E-service quality (information, ease-of-use, reliability, site design, and security), 
online customer satisfaction, and online customer loyalty are significant explanatory 
variables of online repurchase intentions. 
HI 
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Figure 8. Hypothesized model 
Chapter I1 provided a literature review of e-service quality, online satisfaction, 
online customer loyalty, and online customer repurchase intentions. The chapter 
included a discussion on the significant analysis of the theoretical and empirical literature. 
The theoretical framework, research hypothesis, and research questions were also 
presented in this chapter. 
Chapter I11 discusses the research methodology for testing the nine research 
hypotheses and answering the four research questions about the relationship among 
e-service quality, online customer satisfaction, and online customer loyalty on online 
customer repurchase intentions. The chapter explains the research design, the 
population, sampling plan and setting, participant eligibility and exclusion criteria, survey 
instruments, ethical considerations, data collection methods, and data coding. 
Furthermore, the data analysis and evaluation of research methods (internal validity and 
external validity) was also addressed. 
CHAPTER III 
METHODOLOGY 
Chapter I11 presents the methodology to explore the relationship among online 
service quality, online customer satisfaction, online customer loyalty, and online 
repurchase intentions. Chapter I11 describes and discusses the research design, the 
sampling plan and setting, instrumentation, ethical aspects, data collection procedures, 
and methods of data analysis. 
Research Design 
This quantitative, non-experimental, explanatory and correlational research design 
was used to test hypotheses and answer research questions about customer online 
shopping behavior and to test the relationship between e-service quality and online 
repurchase intentions with mediator variables of e-satisfaction and e-loyalty. The 
survey used systematic sampling and anonymity to collect data. The sample consisted 
of daytime undergraduate students of Fortune Institute of Technology in Taiwan. A 
systematic sampling method was used to assess the population. Descriptive statistics, 
factor analysis, simple regression, and multiple regression analysis were employed to test 
each of the hypotheses and answer research questions. The level of statistical 
significance of the regression models was set at p<.05. 
The questionnaire included filter questions and five parts questionnaire. All 
filter questions require "yes" responses. The purpose of the filter questions was 
intentional to ensure that the respondents are eligible to do the survey: being 18 years old 
or more, being daytime undergraduate students at Fortune Institute of Technology, and 
having prior shopping experience on the Internet. Part 1 is a socio-demographic profile. 
The gender, age, duration of online shopping, and frequency of online shopping per 
month was examined. In part 2, an e-service quality scale which was developed by 
Bressolles (2006) and consists of five variables (18 items): information (3 items, with 
a=.93), ease-of-use (5 items, with a=.95), site design (3 items, with a=.90), reliability (4 
items, with a=.88), and security (3 items, with a=.86) used. In part 3, an online 
customer satisfaction scale was developed by Anderson and Srinivasan (2003) and 
consists of six items, with a=.89 used. Part 4 is an online customer loyalty scale. It 
was developed by Anderson and Srinivasan (2003) and consists of seven items, with 
a=.91 used. Finally, the part 5 is online repurchase intentions scale. This scale was 
developed by Holloway et al. (2005) and consists of four items, with a=.96 used. All 
construct reliabilities were well above the acceptable alpha level of .70 (Nunnally, 1978). 
The summary of Cronbach's Alpha for the Constructs is shown in Table 5. All instrument 
scales are shown in Appendix A. 
Table 5 
Summary of Cronbach's Alpha for the Constructs 
Construct Variable Author Number of Alpha 
Items 
E-service Quality Information Bressolles (2006) 3 0.93 
Ease-of-use Bressolles (2006) 5 0.95 
Site design Bressolles (2006) 3 0.90 
Reliability Bressolles (2006) 4 0.88 
SecurityPrivacy Bressolles (2006) 3 0.86 
Online Customer E- satisfaction Anderson & 6 0.89 
Satisfaction Srinivasan (2003). 
Online Customer Loyalty E-loyalty Anderson & 7 0.91 
Srinivasan (2003). 
Online Repurchase Online Holloway et al. 4 0.96 
Intentions repurchase (2005) 
intentions 
In this study, simple regression analysis and multiple regression analysis were 
used to test the nine hypotheses and answer the four research questions. Hypothesis 1 
(HI) was tested to answer research question 1 (RQ1). Multiple regression was used to 
determine a significant relationship between e-service quality and online repurchase 
intentions. The level of statistical significance of the regression models was set at p1.05. 
The independent variable is e-service quality (information, ease-of-use, reliability, site 
design, and security). The dependent variable was online repurchase intentions. 
Hypothesis 2 (H2) and hypothesis 3 (H3) were tested to answer research question 
2 (RQ2). Multiple regression was used to determine a significant relationship between 
e-service quality and online customer satisfaction. The level of statistical significance 
of the regression models was set at p1.05. The independent variable is e-service quality 
(information, ease-of-use, reliability, site design, and security). The dependent variable 
was online customer satisfaction. For Hypothesis 3, Simple regression was used to 
determine a significant relationship between online customer satisfaction and online 
repurchase intentions. The level of statistical significance of the regression model was 
set at ~5 .05 .  The independent variable is online customer satisfaction. The dependent 
variable was online repurchase intentions. 
Hypothesis 4 (H4) and hypothesis 5 (H5) were tested to answer research question 
3 (RQ3). For hypothesis 4, multiple regression was used to determine a significant 
relationship between e-service quality and online customer loyalty. The level of 
statistical significance of the regression model was set at p9.05. The dependent variable 
is e-service quality (information, ease-of-use, reliability, site design, and security). The 
independent is online customer loyalty. For hypothesis 5, simple regression was used to 
determine a significant relationship between online customer loyalty and online 
repurchase intentions. The level of statistical significance of the regression models was 
set at p1.05. The independent variable was online customer loyalty. The dependent 
variable was online repurchase intentions. 
Hypothesis 6 (H6), hypothesis 7 (H7), hypothesis 8 (H8), and hypothesis 9 (H9) 
were tested to answer research question 4 (RQ4). For hypothesis 6, simple regression 
was used to determine significant relationships between online customer satisfaction and 
online customer loyalty. The level of statistical significance of the regression models 
was set at p5.05. The independent variable is online customer satisfaction. The 
dependent variable is online customer loyalty. For hypothesis 7, multiple regression 
was used to determine significant relationships between e-service quality and online 
customer satisfaction on online repurchase intentions. The level of statistical 
significance of the regression models was set at p1.05. The independent variables are 
e-service quality (information, ease-of-use, reliability, site design, and security) and 
online customer satisfaction. The dependent variable was online repurchase intentions. 
Multiple regression was used to determine significant relationships between e-service 
quality and online customer loyalty on online repurchase intentions for hypothesis 8. 
The level of statistical significance of the regression models was set at p1.05. The 
independent variables were e-service quality (information, ease-of-use, reliability, site 
design, and security) and online customer loyalty. The dependent variable was online 
repurchase intentions. For hypothesis 9, multiple regression was used to determine 
significant relationships among e-service quality, online customer satisfaction, and online 
customer loyalty on online repurchase intentions. The level of statistical significance of 
the regression models was set at p1.05. The independent variables were e-service 
quality (information, ease-of-use, reliability, site design, and security), online customer 
satisfaction, and online customer loyalty. The dependent variable was online repurchase 
intentions. 
Population and Sampling Plan 
Population 
Target Population. The target population included all Taiwanese online users 
who had previously shopped at various Internet stores. The number of total online users 
was 16,220,000 and the current number of online shopping consumers is 9,400,000 in 
Taiwan (Taiwan Network Information Center, 2010). 
Accessible Population. The accessible population is daytime undergraduate 
students who attend Fortune Institute of Technology and had previously shopped at 
various Internet stores in Taiwan. Fortune Institute of Technology is located in 
Kaohsiung City, Taiwan. At the end of December 2010, Fortune Institute of 
Technology enrolls 2,990 daytime undergraduate students (Taiwan Ministry of 
Education, 201 1). 
Sampling Plan and Setting 
Sample size. The sample size needed for multiple regression is based on the 
formula n 2  50+8m, where n is the sample size and m is the number of predictor or 
explanatory variables (Green, 1991). 
There were 11 total explanatory variables in this study. Thus, according to 
Green's (1991) formula 50+8m, the minimum sample size for multiple regression 
analysis is 138 (50+(8x11)=138). In this study, the subjects were located in four places 
at the Fortune Institute of Technology (cafeteria, book store, library, and student center). 
In each location 90 participants were recruited to participate in the study. A total 
sample size of 360 students exceeded the minimum observation requirement of 138 
participants. The 11 explanatory variables for this study are shown in Table 6. 
Table 6 
Explanatory Variables in the study 
Construct Variable No. of 
Variables 
Socio-demographic Gender, age, duration of online shopping 4 
experience, frequency of online shopping 
E-service quality Information, ease-of-use, reliability, site 5 
design, security 
Online customer satisfaction E-satisfaction 1 
Loyalty intention E-loyalty 1 
Systematic sampling plan. A systematic sampling plan was used in this study. 
The systematic sampling involved a random start and proceeded with the selection of 
every k~ (k=population sizelsample size) element from then onwards (Kerlinger & Lee, 
2000). In this study there were 2,990 daytime undergraduate students enrolled in 
Fortune Institute of Technology. The students who are entering the gate were sampled 
in random start from the cafeteria, the book store, the library, and the student center. 
The sample size was 360. The sampling interval was 8 (k=2,990/360=8.3). Hence, 
every 8" subject was selected and invited to participate in this survey during weekdays in 
each of four locations. The first subject was randomly selected. If a subject was not 
willing to participate in this survey, the next eligible subject was selected. 
The schedule of data collection at four locations was: (1) the first week, the data 
collection was in the library, (2) the second week, the data collection was in the book 
store, (3) the third week, the data collection was in the student center, and (4) the fourth 
week, the data collection was in the cafeteria. Each location was recruited 90 
participants. The total sample size in this study was 360. In this study, a research 
assistant Dr. Chen was hired for the purpose of distributing and collecting the 
questionnaires under the procedures. 
Week 1 
Library 
n=90 
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Book store 
Figure 9. Sample size of the study 
Eligibility criteria. The eligibility criteria of the sample were the following: 
1. The subjects were 18 years and older, 
2. The subjects were able to read and write traditional Chinese, 
3. The subjects were currently studying during the daytime at Fortune Institute 
of Technology as undergraduate full-time students, and 
4. The subjects had online shopping experience 
Exclusion criteria. The exclusion criteria of the sample are: 
1. The subjects who were under 18 years old, 
2. The subjects who were not able to read and write traditional Chinese, 
3. The subjects who were not studying during the daytime at Fortune Institute of 
Technology as undergraduate full-time students, and 
4. The subjects who had no online shopping experience. 
Instrumentation 
This study included filter questions and five-part questionnaire. The filter 
questions were to ensure that subjects are eligible to participate in the survey. The 
five-part questionnaires measured online customer characteristics, e-service quality 
(information, ease-of-use, site design, reliability, and security), online customer 
satisfaction, online customer loyalty, and online repurchase intentions. 
Filter questions 
The purpose of the filter questions was to ensure that the respondents were eligible 
to participate in the survey: being 18 years old or more, being daytime undergraduate 
students at Fortune Institute of Technology, and had prior shopping experience on the 
Internet. 
Part 1 Online Customer Characteristics 
The socio-demographic profile consisted of 4 items. It included gender, age, 
duration of online shopping, and frequency of online shopping per month. Gender is 
indicated by two values, males and females. Age is indicated by five values. There 
are 18 to 19 years old, 20 to 25 years old, 26-30 years old, 31-35 years old, 36-40 years 
old and over 40 years old. The duration of online shopping, is indicated by 7 values. 
There were 5 months or less, 6 to 12 months, 13 to 24 months, 25 to 36 months, 37 to 48 
months, 49 to 60 months, and over 60 months. The frequency of online shopping per 
month is indicated by 4 values. It included 1 time or less, 2 to 5 times, 6 to 10 times, 
and over 10 times. 
Part 2 E-service Quality Scale 
Description. The e-service quality scale was adapted from Bressolles (2006). 
E-service quality consists of five variables and 18 items: information (3 items), 
ease-of-use (5 items), site design (3 items), reliability (4 items), and security (3 items). 
The five-point Likert-type scale was used and ranged from 1 (strongly disagree) to 5 
(strongly agree). The items of e-service quality are presented in Table 7. 
Table 7 
Items of the E-service Quality Scale 
Variable Items 
Information This site provides relevant information. 
This site provides accurate information. 
This site provides in-depth information about the product(s) or services(s) 
proposed. 
Ease-of-use This site is easy to use. 
It is easy to search for information. 
This site is easy to navigate. 
The organization and layout of this site facilitate the search for information. 
The layout of this site is clear and simple. 
Site Design This site is colorful. 
This site is creative. 
This site has an attractive appearance. 
Reliability The product or service is delivered by the time promised by the company. 
You get what you ordered from this site. 
You get your merchandise quickly when you order. 
After-sale support on this site is excellent. 
Security I am confident in the security on this site. 
I feel like my privacy is protected on this site. 
I trust the web site administrators will not misuse my personal information. 
Source: Adapted from Bressolles (2006). "NetQual-Proposition of a measurement scale to commercial Web 
sites and moderating effects," Recherche et Applications en Marketing, 39(5), pp. 45. Used with 
permission. 
Reliability. Cronbach's alpha was used in the NetQual scale to examine internal 
consistency reliability. In Bressolles' (2006) study, the Cronbach's alpha of the NetQual 
scale are: information=.93, ease-of-use=.95, site design=.90, reliability =.88, and 
security.86. According to Nunnally (1978), the acceptable alpha level should be above 
at .70. Therefore, the construct reliabilities of the NetQual scale were well above the 
acceptable alpha level of internal consistency. 
Validity. The construct validity was established (Bressolles, 2006). The 
confirmative factor loading of ease-of-use ranges from .79 to .94. The confirmative 
factor loading of site design ranges from .84 to 39. The confirmative factor loading of 
information ranges from .86 to .93. The confirmative factor loading of security ranges 
from .78 to .92. Consequently, the construct vaIidity for e-service quality scale was 
obtained. 
Part 3 Online Customer Satisfaction 
Description. Online customer satisfaction was measured by the e-satisfaction 
scale developed by Anderson and Srinivasan (2003). This scale consisted of six items. 
The five-point Likert-type scale used ranged from 1 (strongly disagree) to 5 (strongly 
agree). However, two items are reversed statements. They were coded 5 (strongly 
disagree) to 1 (strongly agree). The items of e-satisfaction are presented in Table 8. 
Table 8 
Items of the Online Customer Satisfaction Scale 
Variable Items 
Online Customer I am satisfied with my decision to purchase from this Web site. 
Satisfaction 
If I had to purchase again, I would feel differently about buying from this 
web site. 
My choice to purchase from this Web site was a wise one. 
I feel badly regarding my decision to buy from this Web site (r). 
I think I did the right thing by buying from this Web site. 
I am unhappy that I purchased from this Web site (r). 
Note: (r) shows the reversed statement. 
Source: Adapted from Anderson and Srinivasan (2003). "E-Satisfaction and E-Loyalty: a Contingency 
Framework," psycho log)^ &Marketing, 20(2), pp. 134. Copyright 2003 by Wiley Periodicals, Inc. Used 
with permission. 
Reliability. Cronbach's alpha was used to test internal consistency reliability. 
The Cronbach's alpha of e-satisfaction scale is 39.  According to Nunnally (1978), the 
acceptable alpha level should be above at .70. Therefore, the reliability of the 
e-satisfaction scale was well above the acceptable alpha level of internal consistency. 
Validity. To measure the various constructs, validated items used by other 
researchers were adapted. The e-satisfaction scale was assessed by adapting the scale 
developed by Oliver (1980). Therefore, the construct validity of the e-satisfaction scale 
was established. 
Part 4 Online Customer Loyalty 
Description. Online customer loyalty scale was adapted from Anderson and 
Srinivasan (2003). Online customer loyalty consists of six items. The five-point 
Likert-type scale was used and ranged from 1 (strongly disagree) to 5 (strongly agree). 
The items of online customer loyalty are shown in Table 9. 
Table 9 
Items of the Online Customer Loyalty Items 
Variable Items 
Online customer I seldom consider switching to another Web site. 
loyalty 
As long as the present service continues, I doubt that I would switch web 
sites. 
I try to use the Web site whenever I need to make a purchase. 
When I need to make a purchase, this Web site is my first choice. 
I like using this Web site. 
To me this site is the best retail Web site to do business with. 
I believe that this is my favorite retail web site. 
Source: Adapted from Anderson and Srinivasan (2003). "E-Satisfaction and E-Loyalty: a Contingency 
Framework," Psycholog)' & Marketing, 20(2), pp. 134. Copyright 2003 by Wiley Periodicals, Inc. Used 
with permission. 
Reliability. Cronbach's alpha was used to test internal consistency reliability. 
The Cronbach's alpha of the e-loyalty scale is .91. According to Nunnally (1978), the 
acceptable alpha level should be above at .70. Therefore, the reliability of the 
e-satisfaction scale was well above the acceptable alpha level of internal consistency. 
Validity. To measure the various constructs, validated items used by other 
researchers were adapted. The online customer loyalty scale was evaluated by using 
adapted scale items from Gremler (1995) and Zeithaml, Berry, and Parasuraman (1996). 
Hence, the construct validity of the e-loyalty scale was established. 
Part 5 Online Repurchase Intentions 
Description. Online repurchase intentions was adapted from Holloway et al. 
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(2005) and consists of four items. The five-point Likert-type scale was used and ranged 
from 1 (strongly disagree) to 5 (strongly agree). The items of repurchase intentions are 
shown in Table 10. 
Table 10 
Items of the Online Repurchase Intentions Items 
Variable Items 
Online The next time I purchase this product online, I will buy from the same 
Repurchase online retailer. 
Intentions 
I would be willing to purchase form this company again. 
I would purchase from this online retailer again in the future. 
I would be very likely to increase my shopping activity with this online 
retailer. 
Source: Adapted from Holloway, Wang, and Parish (2005). "The Role of Cumulative Online Purchasing 
Experience in Service Recovery Management," Journal of Interactive Marketing, 19(3), pp. 60. Copyright 
2005 by Wiley Periodicals, Inc. and Direct Marketing Educational Foundation, Inc. Used with permission. 
Reliability. Cronbach's alpha was used to test internal consistency reliability. 
The Cronbach's alpha of the repurchase intentions scale was .96. According to 
Nunnally (1978), the acceptable alpha level should be above at .70. Therefore, the 
reliability of the e-satisfaction scale was well above the acceptable alpha level of internal 
consistency 
Validity. To measure the various constructs, validated items used by other 
researchers were adapted. The repurchase intentions scale was evaluated by using scale 
items adapted from Blodgett, Granbois, and Walters (1995). Consequently, the 
construct validity of the repurchase intentions scale was established. 
Data Coding Scheme 
This study was utilized SPSS software to analysis data. The first step of data 
analysis is data coding. Data coding was the transformation of research questionnaire 
data into numerical format for each value. Thus, variables were converted to binary 
format for each value in this study. 
In this study, the filter questions were included in the questionnaire. The 
purpose of the filter questions was to make sure that the respondents were eligible to 
answer the questions: being 18 years old or more, being daytime undergraduate students 
at Fortune Institute of Technology, and having experience in purchasing products on the 
Internet. All filter questions required yeslno responses. There were no codes for these 
items. The data coding of part 1 to part 5 used is as follows: 
Part 1 Socio Demographic Profile 
The socio-demographic profile consisted of 4 items and was measured by items 1, 
2,3, and 4. The socio-demographic profile includes gender, age, duration of online 
shopping, and frequency of online shopping per month. Each one was coded as follows: 
1. Gender is indicated by two values, males and females. There are coded 
numerically as l(ma1es) and 2 (females). 
2. Age is indicated by five values. There are coded numerically as 1 (18 to 19), 
2 (20 to 25), 3 (26-30), 4 (31-35), 5 (36-40), 6 (over 40). 
3. The duration of online shopping, is indicated by 7 values. There were coded 
numerically as 1 (5 months or less), 2 (6 to 12 months), 3 (13 to 24 months), 4 
(25 to 36 months), 5 (37 to 48 months), 6 (49 to 60 months), and 7 (over 60 
months). 
4. The frequency of online shopping per month is indicated by 4 values. The 
numbers were coded numerically as 1 (1 time or less), 2 (2 to 5 times), 3 (6 to 
10 times), 4 (over 10 times). 
Part 2 E-service Quality 
E- service quality consisted of 18 items (ESQI to ESQ18) and was measured with 
five variables: (1) information was measured by items ESQ1, ESQ2, and ESQ3; (2) 
ease-of-use was measured by items ESQ4, ESQ5, ESQ6, ESQ7, and ESQ8; (3) site 
design was measured by items ESQ9, ESQ10, and ESQ11; (4) reliability was measured 
by items ESQ12, ESQ13, ESQ14, and ESQl5; (5) security was measured by items 
ESQ16, ESQ17, and ESQ18. The five-point Likert-type scale was indicated by 1 
(strongly disagree) and 5 (strongly agree). The coding of e-service quality items is 
shown in Table 11. 
Table 11 
Coding of the E-sewice Quality Items 
Variable Indicator Items 
Information ESQ 1 This site provides relevant information. 
ESQ 2 This site provides accurate information. 
ESQ 3 This site provides in-depth information about the product(s) 
or services(s) proposed. 
Ease-of-use ESQ 4 This site is easy to use. 
ESQ 5 It is easy to search for information. 
ESQ 6 This site is easy to navigate. 
ESQ 7 The organization and layout of this site facilitate the search 
for information. 
ESQ 8 The layout of this site is clear and simple. 
Site Design ESQ 9 This site is colorful. 
ESQ 10 This site is creative. 
ESQ 11 This site has an attractive appearance. 
Reliability ESQ 12 The product or service is delivered by the time promised by 
the company. 
ESQ 13 You get what you ordered from this site. 
ESQ 14 You get your merchandise quickly when you order. 
ESQ 15 After-sale support on this site is excellent. 
Security ESQ 16 I am confident in the security on this site. 
ESQ 17 I feel like my privacy is protected on this site. 
ESQ 18 I trust the web site administrators will not misuse my 
personal information. 
Source: Adapted from Bressolles (2006). "NetQual-Proposition of a measurement scale to commercial Web 
sites and moderating effects," Recherche et Applications en Marketing, 39(5), pp. 45. Used with 
permission. 
Part 3 Online Customer Satisfaction 
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Online customer satisfaction consisted of 6 items and was measured by items 
OCSl,OCS2, OCS 3,OCS4,OCS5, and OCS6. The five-point Likert-type scale was 
used and coded by 1 (strongly disagree) and 5 (strongly agree). However, items OCS4 
and OCS6 were reversed statements (see Table 12). They are coded 5 (strongly disagree) 
to 1 (strongly agree). 
Table 12 
Coding of the Online Customer Satisfaction Items 
i Variable Indicator Items 
E-satisfaction OCSl I am satisfied with my decision to purchase from this Web site. 
OCS2 If I had to purchase again, I would feel differently about buying 
from this web site. 
OCS3 My choice to purchase from this Web site was a wise one. 
OCS4 I feel badly regarding my decision to buy from this Web site (r). 
OCS5 I think I did the right thing by buying from this Web site. 
OCS6 I am unhappy that I purchased from this Web site (r). 
Note: (r) shows the reversed statement. 
Source: Adapted from Anderson and Srinivasan (2003). "E-Satisfaction and E-Loyalty: a Contingency 
Framework," Psychology &Marketing, 20(2), pp. 134. Copyright 2003 by Wiley Periodicals, Inc. Used 
with permission. 
Part 4 Online Customer Loyalty 
I Online customer loyalty consisted of 7 items and was measured by items OCL1, 
OCL2,OCL3,OCU,OCLl, OCU, OCL5,OCL6 and OCL7. The five-point Likert-type 
scale was used and coded by 1 (strongly disagree) and 5 (strongly agree). The coding of 
online customer loyalty items is shown in Table 13. 
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Table 13 
Coding of the Online Customer Loyalty Items 
Variable Indicator Items 
Online customer OCLl I seldom consider switching to another Web site. 
loyalty 
OCL2 As long as the present service continues, I doubt that I 
would switch web sites. 
OCL3 I try to use the Web site whenever I need to make a 
purchase. 
OCL4 When I need to make a purchase, this Web site is my first 
choice. 
OCL5 I like using this Web site. 
OCL6 To me this site is the best retail Web site to do business 
with. 
OCL7 I believe that this is mv favorite retail web site. 
Source: Adapted from Anderson and Srinivasan (2003). "E-Satisfaction and E-Loyalty: a Contingency 
Framework," psycho log)^ & Marketing, 20(2), pp. 134. Copyright 2003 by Wiley Periodicals, Inc. Used 
with permission. 
Part 5 Online Repurchase Intentions 
Online repurchase intentions consisted of 4 items and was measured by item ORIl, 
ORI2, ORI3, and ORI4. The five-point Likert-type scale was used and coded by I 
(strongly disagree) and 5 (strongly agree). The coding of online repurchase intentions 
Items is shown in Table 14 
Table 14 
Coding of the Online Repurchase Intentions Items 
Variable Indicator Items 
Online Repurchase OR11 The next time I purchase this product online, I will buy 
Intentions from the same online retailer. 
OR12 I would be willing to purchase form this company again. 
OR13 I would purchase from this online retailer again in the 
future. 
OR14 I would be very likely to increase my shopping activity 
with this online retailer. 
Source: Adapted from Holloway, Wang, and Parish (2005). "The Role of Cumulative Online Purchasing 
Experience in Service Recovery Management," Journal of Interactive Marketing, 19(3), pp. 60. Copyright 
2005 by Wiley Periodicals, Inc. and Direct Marketing Educational Foundation, Inc. Used with permission. 
Procedures: Ethical Considerations and Data Collection Methods 
Ethical Considerations 
The following process describes the ethical considerations taken to protect 
participants. Every process of the data collection followed ethical considerations: 
1. The researcher obtained the author's permission to use four instrument scales 
adapted in this study before collecting data (see Appendixes B, C, and D). 
2. An application was submitted to the institutional Review Board (IRB) in 
order to ensure that data collection procedure meets all ethical 
considerations. 
3. Upon receiving the approval from the IRB, the questionnaire used in this 
study was translated from English into traditional Chinese by using the 
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reverse-translation approach, with a certified translator to approve the 
precision of translation. When an official endorsement and certification 
was obtained, the survey was submitted to the IRB for final approval. 
4. Due to the fact that the researcher was not able to return to Taiwan to 
conduct the survey, a research assistant was hired for the purpose of 
distributing and collecting the questionnaires under the procedures. The 
Assistant had a Lynn University doctoral degree and employed as a professor 
at the University in Taiwan. These credentials support the study. 
5 .  Upon received approval from the Institutional Review Board, the data 
collection process was conducted. 
6. During the data collection, subjects were free to choose whether or not to 
participate in this study. There was no penalty or loss of benefits to which 
subjects were otherwise entitled if subjects chose not to participate. 
7. The subjects participated in the survey voluntarily, anonymously, and no 
personal identifiers were required. 
8. The Fortune Institute of Technology granted permission to use the accessible 
population of the entire daytime undergraduate students (Appendix E). The 
participants were solicited at the main entrance of four locations on campus 
(cafeteria, bookstore, library, and student center) to conduct the data 
collection. 
9. The data collection start date was the date after this study was officially 
approved by the IRB and the data collection was completed four weeks after 
the approval date. 
10. At the completion of data collection, IRB Form 8 (Termination of Project) 
was submitted to the Lynn University Institutional Review Board. 
11. The data collected is kept as confidential information and saved 
electronically with password-protected computer systems for a period of five 
years and will not be exposed unless required by law. The collection data 
will be destroyed after five years. 
12. The paper questionnaires will be destroyed five years after the completion of 
the study. 
Data Collection Methods 
The following process describes the methods of data collection. 
1. This study utilized a self-reporting survey to collect data. The survey was 
distributed to daytime undergraduates who were attending the Fortune 
Institute of Technology in four main entrances of the cafeteria, the bookstore, 
the library, and the student center by using systematic and proportional 
sampling during weekdays in Kaohsiung city, Taiwan. The rationale for the 
choice of the undergraduates from this particular setting is regarded as 
appropriate for the following reasons: (1) undergraduates are deemed 
appropriate as they have good computer skills and more frequent access to 
Internet than do other consumers (Lee, and Kozar, 2006); (2) students and 
non-students in Taiwan have no important difference in their motivation and 
quality perceptions when accessing the Internet (Chao, 2004). 
2. The Fortune Institute of Technology has 2,990 daytime undergraduates. 
The systematic sampling plan and anonymity were used to select participants. 
Each location was recruited 90 participants. The total sample size in this 
study was 360 students. Therefore, the sample exceeds the required 
minimum size of 138 (50+8m=50+8x11=138) (Green, 1991). 
3. The sampling interval was 8 (k=2990/360=8.3). Hence, every 8" subject 
was selected and invited to participate in this survey during weekdays in each 
of four locations. The first subject was randomly selected. If a subject 
was not willing to participate in this survey, the next eligible subject was 
selected. 
4. In order to make sure each participant completed only one survey at the time 
of the selection, subjects were asked a question: Have you ever done this 
questionnaire before? If the selected subject had already completed this 
survey, the next eligible subject was selected. 
5. When the subjects agreed to participate, they were provided a questionnaire 
with a clip board and an envelope in which to put the completed 
questionnaire. The respondents were spent approximately 10 minutes to 
complete the questionnaire in a private place. When the respondents 
completed this questionnaire, it was placed into the assigned envelope and 
sealed. The respondents dropped the questionnaire into a slot in a closed 
data collection box located at the entrance to each of the four locations. 
School hours and data collection period. The school hours for daytime 
undergraduate students are 8:00 a.m. to 5:00 p.m. during weekdays. Consequently, the 
data was collected during five weekdays (Monday, Tuesday, Wednesday, Thursday, and 
Friday) based on the school hours of the four locations (library, book store, student center, 
and cafeteria). The data collection schedule is shown in Table 15. 
Table 15 
Data collection schedule 
Locations Week Collection period 
Library Week 1 (Mon to Fri) 8:00 am- 5:00 pm 
Book store 
Student center 
Week 2 (Mon to Fri) 8:00 am- 5:00 pm 
Week 3 (Mon to Fri) 8:00 am- 5:00 pm 
Cafeteria Week 4 (Mon to Fri) 8:00 am- 5:00 pm 
The schedule of data collection at each location was: (1) The first week in the 
library, the data collection was from 8:00 a.m. to 5:00 p.m. during five weekdays 
(Monday, Tuesday, Wednesday, Thursday, and Friday), (2) The second week in the book 
store, the data collection was from 8:00 a.m. to 5:00 p.m. during five weekdays (Monday, 
Tuesday, Wednesday, Thursday, and Friday), (3) The third week in the student center, the 
data collection was from 8:00 a.m. to 5:00 p.m. during five weekdays (Monday, Tuesday, 
Wednesday, Thursday, and Friday), and (4) The fourth week in the cafeteria, the data 
collection was from 8:00 a.m. to 5:00 p.m. during five weekdays (Monday, Tuesday, 
Wednesday, Thursday, and Friday). Each location was recruited 90 participants. The 
total sample size in this study was 360 (see Figure 10). 
Mon Tue Wed Thur Fri Mon Tue Wed Thur Fri 
Sample size 
Student center 
Mon Tue Wed Thur Fri Mon Tue Wed Thur Fri 
Figure 10. Collection period for four locations 
Method of Data Analysis 
This study was based on the research questions and hypotheses to identify the 
independent variables and dependent variables. Research questions one to four were 
developed to explore the relationships among e-service quality, e-satisfaction, e-loyalty, 
and online repurchase intention. Nine hypotheses were developed to test the 
relationships among e-service quality, e-satisfaction, e-loyalty, and online repurchase 
intentions. 
The data were analyzed using the statistical software SPSS 17.0. The methods 
of data analysis include descriptive statistics, factor analysis, reliability analysis, simple 
regression analysis, and multiple regression analysis. 
Descriptive Statistics 
Descriptive statistics was employed to measure socio-demographic characteristics 
and the online customer shopping experience. This analysis showed the basic features 
of the data (frequency distributions, variability, and measures of central tendency) and 
described the sample for the data in this study. 
Factor analysis 
Factor analysis generally was used to determine the validity of constructs based 
on correlations among questionnaires. Additionally, it was run to fulfill data reduction 
in order to extract common factors from items measuring the constructs (Leech, Barrett, 
& Morgan, 2005). According to Morgan, Leech, Gloeckner, and Barrett (2011), factor 
analysis can be used to extract a set of interrelated factors to establish the instrument's 
construct validity. Thus, in this study, factor analysis was adopted to measure the 
validity of four instruments included: e-service quality (1 8 items), online customer 
satisfaction (6 items), online customer loyalty (7 items), and online repurchase intentions 
(4 items). 
Reliability analysis 
Cronbach' alpha was used to measure the consistency of four scales including: 
e-service quality scale, e-satisfaction scale, e-loyalty scale, and repurchase intentions 
scale. According to Nunnally (1978), the instruments used in basic research have 
reliability of about .70 or better. 
Simple regression analysis and multiple regression analysis 
Hypothesis 1 (HI) was tested to answer research question 1 (RQ1). Multiple 
regression was used to determine the significant relationship between e-service quality 
and online repurchase intentions. The level of statistical significance of the regression 
models was set at p 1.05. The independent variable was e-service quality (information, 
ease-of-use, reliability, site design, and security). The dependent variable was online 
repurchase intentions. 
Hypothesis 2 (H2) and hypothesis 3 (H3) were tested to investigate research 
question 2 (RQ2). 
1. H2. Multiple regression was used to determine the significant relationship 
between e-service quality and online customer satisfaction. The level of 
statistical significance of the regression models was set at p 1 0 5 .  The 
independent variable is e-service quality (information, ease-of-use, reliability, 
site design, and security). The dependent variable is online customer 
satisfaction. 
2. H3. Simple regression was used to determine the significant relationship 
between online customer satisfaction, and online repurchase intentions. The 
level of statistical significance of the regression model was set at p 1.05. 
The independent variable is online customer satisfaction. The dependent 
variable was online repurchase intentions. 
Hypothesis 4 (H4) and hypothesis 5 (H5) were tested to answer research 
question 3 (RQ3). 
1. H4. Multiple regression was used to determine the significant relationship 
between e-service quality and online customer loyalty. The level of 
statistical significance of the regression models was set at p 1 0 5 .  The 
independent variable was e-service quality (information, ease-of-use, 
reliability, site design, and security). The dependent variable was online 
customer loyalty. 
2. H5. Simple regression was used to determine the significant relationship 
between online customer loyalty, and online repurchase intentions. The 
level of statistical significance of the regression models was set at p 5.05. 
The independent variable was online customer loyalty. The dependent 
variable was online repurchase intentions. 
Hypothesis 6 (H6), hypothesis 7 (H7), hypothesis 8 (HS), and hypothesis 9 (H9), 
were tested to answer research question 4 (RQ4). 
1. H6. Simple regression was used to determine the significant relationship 
between online customer satisfaction and online customer loyalty. The level 
of statistical significance of the regression models was set at p 5.05. The 
independent variable was online customer satisfaction. The dependent 
variable was online customer loyalty. 
2. H7. Multiple regression was used to determine the significant relationships 
between e-service quality and online customer satisfaction on online 
repurchase intentions. The level of statistical significance of the regression 
models was set at p 5.05. The independent variables were e-service quality 
(information, ease-of-use, reliability, site design, and securitylprivacy) and 
online customer satisfaction. The dependent variable was online repurchase 
intentions. 
3. H8. Multiple regression was used to determine the significant relationships 
between e-service quality and online customer loyalty on online repurchase 
intentions. The level of statistical significance of the regression models was 
set at p 5.05. The independent variables were e-service quality (information, 
ease-of-use, reliability, site design, and security) and online customer loyalty. 
The dependent variable was online repurchase intentions. 
4. H9. Multiple regression was used to determine significant relationships 
among e-service quality, online customer satisfaction, and online customer 
loyalty on online repurchase intentions. The level of statistical significance 
of the regression models was set at p 5.05. The independent variables were 
e-service quality (information, ease-of-use, reliability, site design, and 
security), online customer satisfaction, and online customer loyalty. The 
dependent variable was online repurchase intentions 
Evaluation of Research Methods 
Internal validity 
The internal validity strengths include: 
1 .  Multiple regression research was used to determine the relationship between 
variables. 
2.  The sample size was sufficient to conduct the statistical analysis. 
3. Using valid and reliable instruments to measure the variable enhanced the 
internal validity. 
4. Using a quantitative, non-experimental, and explanatory research design 
showed a higher internal validity than a quantitative exploratory or 
descriptive design. 
The internal validity weaknesses include: 
1. A non-experimental research design lacks the level of internal validity found 
in an experimental design. 
2. The instrument of online repurchase intentions was modified by the 
researcher. Accordingly, the instrument may decrease validity reliability. 
3. The instruments were translated, which may decrease the original validity 
and reliability. 
External validity 
The external validity strengths include: 
1. The survey was completed in natural environment rather than a lab setting. 
2.  Homogeneous accessible population may decrease the effects of extraneous 
variables. 
3. The students enrolled at Fortune Institute of Technology came from different 
areas of Taiwan, which enhances the geographic diversity of the sample. 
The external validity weaknesses include: 
1.  The accessible sample was limited to daytime undergraduate students which 
decreases the external validity. 
2. The setting was limited to Fortune Institute of Technology which decreases 
global validity. 
CHAPTER IV 
RESULTS 
Chapter IV presents the details of data analysis. This research investigated the 
relationships among e-service quality, online customer satisfaction, online customer 
loyalty and online customer repurchase intentions in the area of online business. This 
chapter included six sections. First, data-producing sample of Fortune Institute of 
Technology is described. Second, the characteristics of online customers are described. 
Third, factor analysis was adopted to measure the validity of instruments. Fourth, the 
reliability analysis of instruments is measured by Cronbach's alpha. Fifth, descriptive 
statistics and distribution of all variables are presented. Finally, the sixth section 
describes results of hypotheses testing. Simple regression and multiple regression were 
adopted to explore any significant relationships among online service quality, online 
customer satisfaction, online customer loyalty, and online repurchase intentions in online 
business. In this chapter, all data were analyzed by the statistical package for social 
sciences (SPSS) 17.0 program. 
Data-Producing Sample 
In this study, there were 5 14 eligible respondents from five locations at Fortune 
Institute of Technology invited to participate in this study. A total of 398 respondents 
agreed to participate in the survey and of the respondents, 38 were found to have invalid 
responses. The final number of valid questionnaires completed was 360. The response 
rate was 77% and the valid response rate was 70%. Table 16 presents the frequency 
distribution of respondents invited, participated respondents, invalid and valid responses. 
Table 16 
The Frequency of Total Online Customers 
Location respondent Total Invalid Valid 
Invited participated Responses Responses 
respondents 
Library 110 98 8 90 
Book Store 130 99 9 90 
Student Center 120 105 15 90 
Cafeteria 154 96 6 90 
Total 514 398 38 360 
Characteristics of Online Customers 
Of the 360 respondents, the sample consisted of 203 (56.4%) males and 157 (43.6%) 
females. The majority of the respondents were males (56.4%). Table 17 presents the 
frequency distribution of the respondents based on their gender. 
Table 17 
Frequency Distribution for Gender 
Frequency Percent Valid Percent Cumulative Percent 
Valid Male 203 56.4 56.4 56.4 
Female 157 43.6 43.6 100.0 
Total 360 100.0 100.0 
Table 18 presents the frequency distribution of the respondents based on their age. 
A total of 360 respondents were within an age range from 18 to 40 years of age. The 
largest age group of respondents was between 20 and 25 years old (67.2%) and the 
smallest age group was between 36 to 40 years old (0.6%). The majority of the 
respondents were 20 to 25 years old (67.2%), followed by 18 to 19 years old (24.2%), 26 
to 30 years old (6.9%), 31 to 35 years old (1.1%), and 36 to 40 years old (0.6%). 
Table 18 
Frequency Distribution for Age 
Frequency Percent Valid Percent Cumulative Percent 
Valid 18-19 87 24.2 24.2 24.2 
36-40 2 0.6 0.6 100.0 
Above 40 0 0 0 100.0 
Total 360 100.0 100.0 
Of all respondents, 17.2% of respondents had used the Internet as a purchasing 
channel for 5 months or less, 23.1% for 6 to 12 months, 41.7% for 13 to 24 months, 
12.8% for 25 to 36 months, 3.9% for 37 to 48 months, 0.8% for 49 to 60 months, and 
0.6% for more than 60 months. The majority of the group with online shopping 
experiences was 13 to 24 months (41.7%), followed by 6 to 12 months (23.1%), 5 months 
or less (17.2%), 25 to 36 months (12.8%), 37 to 48 months (3.9%), 49 to 60 months 
(0.8%), and over 60 months (0.6%). Table 19 presents the frequency distribution for 
length of online shopping experience. 
Table 19 
Frequency Distribution for Length of Online Shopping Experience 
Frequency Percent Valid Percent Cumulative 
Percent 
Valid 15  months 62 17.2 17.2 17.2 
6-12 months 83 23.1 23.1 40.3 
13-24 months 150 41.7 41.7 82.0 
25-36 months 46 12.8 12.8 94.8 
37-48 months 14 3.9 3.9 98.7 
49-60 months 3 0.8 0.8 99.6 
> 60 months 
Total 360 100.0 100.0 
The frequency distribution for online customers' purchasing frequency is presented 
in Table 20. The majority group of respondents who had previously purchased any 
product online one time or less was (61.9%), followed by 2 to 5 times (38.4%), 6 to 10 
times (1.4%), and over 10 times (0.3%). 
Table 20 
Online customers' purchasing frequency 
Frequency Percent Valid Percent Cumulative 
Percent 
Valid I 1  time or less 223 61.9 61.9 61.9 
2-5 times * 131 38.4 38.4 98.3 
6-10 times 5 1.4 1.4 99.7 
> 10 times 1 0.3 0.3 100.0 
Total 360 100.0 100.0 
Factor Analysis 
Factor analysis is a useful tool to extract a set of interrelated factors to establish 
validity of the instrument's construct. In this study, all instruments were adopted from 
prior studies and included the following four constructs: e-service quality, online 
customer satisfaction, online customer loyalty, and online repurchase intentions. 
E-service quality, as a multiple dimensional construct is measured by five variables 
(information, ease-of-use, site design, reliability, and security). The construct online 
customer satisfaction was measured by the variable customer satisfaction which consisted 
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of four items. Online customer loyalty was measured by the variable customer loyalty, 
composed of seven items. And finally, the construct Online repurchase intentions was 
measured by the variable repurchase intentions and consisted of four tems. 
In this study, Kaiser-Meyer-Olkin (KMO) test and Bartlett's test were conducted to 
examine adequacy of items prior to executing factor analysis. Kaiser (1974) pointed out 
the value of KMO in the .90s as "marvelous", in the .80s as "meritorious", in the .70s as 
"middling", in t h e . 6 0 ~  as "mediocre", in the 0.50s as "miserable". In addition, the 
significant value of Bartlett's test should be p<0.5. Table 21 presents the results of 
KMO and Bartlett's test. In this study, the results of KMO test for the construct online 
customer satisfaction was moderate, while for the other three constructs were all 
meritorious. The Bartlett's test was significant (p 5.05). 
Table 21 
KMO and Bartlett S test 
Construct KMO and Bartlett's Test 
KMO Value d f %(PI 
E-service Quality 383 2982.761 153 .OOO* 
Online Customer Satisfaction .721 518.351 15 .OOO* 
Online Customer Loyalty 339 1 197.522 2 1 .OOO* 
Online Repurchase Intentions 314 797.804 6 .OOO* 
*p 1.05 
The next step in factor analysis was to measure the validity of the instruments and 
examine the items associated with the four constructs of e-service quality, online 
customer satisfaction, online customer loyalty, and online repurchase intentions. 
E-service quality was measured by eighteen items (ESQI to ESQ18) as follows: 
three information items (ESQ1 to ESQ3) for the information variable; five ease-of-use 
items (ESQ4 to ESQ8) for the ease-of-use variable; three site design items (ESQ9 to 
ESQ11) for the site design variable; four reliability items (ESQ12 to ESQ15) for the 
reliability variable; and three security items (ESQ16 to ESQ18) for the security variable. 
Hair et al. (1997) pointed out that "the factor loadings of +I-.30 meet the minimal 
standard, while loadings above +I- .50 are practically significant" (p.384). In this study, 
the factor loading for e-service quality construct ranged from .818 to .519. Factor 
loading ranged from .519 to 754 for the information variable, .532 to .746 for the ease-of- 
use variable, .644 to 305 for site design variable, .565 to .757 for the reliability variable, 
and .731 to 818 for the security variable. According to the results, no items were 
removed. 
Online customer satisfaction was measured by six customer satisfaction items 
(OCS1 to OCS6). The factor loading of online customer satisfaction ranged from .529 
to .769, thus no items were removed. Online customer loyalty included seven customer 
loyalty items (OCL1 to OCL7) and factor loading ranged from .548 to 878 , therefore no 
items were removed. Online repurchase intentions variable consisted of four repurchase 
intention items (OR11 to ORI4) whose factor loading.638 to 5306. Accordingly, no 
items were removed. Table 22 shows the results of factor analysis of the four construct 
of e-service quality, online customer satisfaction, online customer loyalty, and online 
repurchase intentions. 
Table 22 
Factor Loadings for Each Construct 
Factor Loading 
Item E-service Customer Customer Repurchase 
Quality Satisfaction Loyalty Intentions 
ESQ 1 .77 1 
ESQ 2 .754 
ESQ 3 .519 
ESQ 4 .625 
ESQ 5 .711 
ESQ 6 .746 
ESQ 7 .674 
ESQ 8 .532 
ESQ 9 .644 
ESQ 10 305 
ESQ 11 .67 1 
ESQ 12 .691 
ESQ 13 .655 
ESQ 14 .757 
ESQ 15 .565 
ESQ 16 .73 1 
ESQ 17 309 
ESQ 18 318 
OCS 1 
OCS 2 
OCS 3 
OCS 4 
OCS 5 
OCS 6 
OCL 1 
OCL 2 
OCL 3 
OCL 4 
OCL 5 
OCL 6 
OCL 7 
Reliability Analysis 
In this study, Cronbach's alpha was employed to test the internal consistency of the 
instrument. The coefficients for online service quality was 394 (information= .764, 
ease-of-use= 349, site design= .792, reliability = 304, and Security= 362). For online 
customer satisfaction was .709, for online customer loyalty was 367  and for online 
repurchase intention was .881. According to Nunnally and Bernstein (1994), the 
instruments used in basic research have the minimum coefficient alpha values of .70 or 
better. As shown in Table 23, the reliability analysis indicated the internal consistency 
reliability of all instruments was established. 
Table 23 
Cronbach's alpha for the Constructs 
Construct 
Variable 
No. of item(s) Cronbach's Alpha 
( a  
E-service Quality 
Information 
Ease-of-use 
Site design 
Reliability 
Security 
Online Customer Satisfaction 6 
Online Customer Loyalty 7 
Online Repurchase Intentions 4 
Descriptive Statistics 
Frequency Distribution of All Variables 
E-service quality was measured by the variables information, ease-of-use, reliability, 
site design and security. Table 24 shows the frequency distribution for e-service quality. 
First, most online retail stores offered relevant and in-depth information about their 
proposed products or services available to online shoppers. In addition, most online 
retail stores created a website that was easy to navigate facilitating customer searches for 
product information. Second, most online shoppers believed that the online retail store 
would deliver their order quickly and reliably. At the same time they believed that the 
after-sale support from the online store was poor, and were concerned about how secured 
their private information would be kept by the online store. Finally, online shoppers 
believed that customer security of their private information were absolutely critical. 
Table 24 
Frequency Distribution for E-service Quality Variables 
Strongly Disagree (%) Neutral (%) Strongly Agree (%) 
1 2 3 4 5 Mean 
Information 
This site provides relevant 1.1 5 .O 23.3 52.5 18.1 3.81 
information. 
This site provides accurate '0.3 9.4 41.1 38.3 10.8 3.50 
information. 
This site provides in-depth 0.6 5.8 31.4 45.0 17.2 3.72 
information about the product(s) or 
services(s) proposed. 
Table 24 (Continued) 
Frequency Distribution for E-service Quality Variables 
Strongly Disagree (%) Neutral (%) Strongly Agree (%) 
1 2 3 4 5 Mean 
This site is easy to use. 0.3 6.4 
It is easy to search for information. 0.6 6.7 
This site is easy to navigate. 0.6 4.7 
The organization and layout of this 0.6 5.0 
site facilitate the search for 
information. 
The layout of this site is clear and 0.8 5.6 
simple. 
Site Design 
This site is colorful. 0.8 5.3 
This site is creative. 1.4 10.3 
This site has an attractive appearance. 2.5 10.6 
Reliability 
The product or service is delivered by 1.7 9.7 25.0 37.8 25.8 3.76 
the time promised by the company. 
You get what you'ordered from this 1.9 10.0 26.1 35.0 26.9 3.75 
site. 
You get your merchandise quickly 1.4 12.2 24.7 39.4 22.2 3.68 
when you order. 
After-sale support on this site is 2.2 11.4 43.9 30.0 12.5 3.39 
excellent. 
Table 24 (Continued) 
Frequency Distribution for E-service Quality Variables 
Strongly Disagree (%) Neutral (%) Strongly Agree (%) 
1 2 3 4 5 Mean 
Security 
I am confident in the security on this 2.2 12.2 35.3 35.0 15.3 3.48 
site. 
I feel like my privacy is protected on 4.2 12.2 40.6 32.5 10.6 3.33 
this site. 
I trust the web site administrators will 4.7 13.3 37.2 32.2 12.5 3.34 
not misuse mv ~ersonal information. 
Frequency distribution for the construct online customer satisfaction is shown in 
Table 25. Most online shoppers were satisfied with their decision to purchase from their 
preferred online retail stores. Furthermore, online shoppers believed that their choice to 
purchase from the Web site was a wise decision as a result of their satisfaction with the 
online retail store's product or service. 
Table 25 
Frequency Distribution for Online Customer Satisfaction 
Strongly Disagree (%) Neutral (%) Strongly Agree (%) 
1 2 3 4 5 Mean 
Online customer satisfaction 
I am satisfied with my decision to 0.8 4.4 34.7 46.7 13.3 3.67 
purchase from this Web site. 
If I had to purchase again, I would feel 2.8 9.4 50.0 31.9 5.8 3.28 
differently about buying from this web 
site. 
My choice to purchase from this Web 1.1 5.8 48.6 37.5 6.9 3.43 
site was a wise one. 
I feel badly regarding my decision to 14.2 43.3 3 1.1 8.9 2.5 3.57 
buy from this Web site. 
I think I did the right thing by buying 1.1 5.3 45.3 40.0 8.3 3.49 
from this Web site. 
I am unhappy that I purchased from 24.7 48.1 19.2 6.9 1.1 3.88 
this Web site. 
Table 26 shows the frequency distribution for the construct online customer loyalty. 
103 
Most online shoppers seldom consider switching to another online retail store. Online 
shoppers always try to use their preferred online retail store whenever there is a need to 
make a purchase. 
Table 26 
Frequency Distribution for Online Customer Loyalty 
Strongly Disagree (%) Neutral (%) Strongly Agree (%) 
1 2 3 4 5 Mean 
Online customer loyalty 
I seldom consider switching to another 4.7 21.7 36.1 30.0 7.5 3.13 
Web site. 
As long as the present service 3.3 25.6 31.7 30.8 8.6 3.15 
continues, I doubt that I would switch 
web sites. 
I try to use the Web site whenever I 0.6 5.3 26.1 51.7 16.4 3.78 
need to make a purchase. 
When I need to make a purchase, this 1.1 9.7 32.2 37.8 19.2 3.64 
Web site is my first choice. 
I like using this Web site. 0 5.0 37.5 41.7 15.8 3.68 
To me this site is the best retail Web 1 .I 9.2 45.3 33.9 10.6 3.43 
site to do business with. 
I believe that this is my favorite retail 1.4 12.8 48.6 27.8 9.4 3.31 
web site. 
Lastly, the frequency distribution for the construct online repurchase intentions is 
shown in Table 27. Most online shoppers believed that they would be willing to 
purchase from same online retail store again in the future. They indicated a preference 
for purchasing the same product from same online retail store in their next purchase. 
Finally, most online shoppers believed that they would continue their shopping with same 
online retailer in the future. 
Table 27 
Frequency Distribution for Online Repurchase Intentions 
Strongly Disagree (%) Neutral (%) Strongly Agree (%) 
1 2 3 4 5 Mean 
Online Repurchase Intentions 
The next time I purchase this product 1.1 7.8 33.9 46.1 11.1 3.58 
online, I will buy from the same online 
retailer. 
I would be willing to purchase form 0.3 4.2 21.4 57.5 16.7 3.86 
this company again. 
I would purchase from this online 0.6 4.4 20.8 54.7 19.4 3.88 
retailer again in the future. 
I would be very likely to increase my 1.1 7.2 36.4 38.3 16.9 3.62 
shopping activity with this online 
retailer. 
The Means and Standard Deviation of All Variables 
The Means and Standard Deviation of E-service Quality. The e-service quality 
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scale, developed by Bressolles (2006), consisted of five dimensions (18 items) reflecting 
online service quality (information, ease-of-use, site design, reliability, and security) 
between online retailing stores and online consumers. A total of eighteen items was 
measured by a five-point Likert-type scale, ranging from 1 being "strongly disagree" to 5 
being "strongly agree". 
The average mean score for the e-service quality scale was 3.61 (information=3.67, 
ease-of-use=3.89, site design=3.45, reliability=3.64, and security=3.38). The result 
indicated that most online retail websites are clear and simple to navigate, and searching 
for products' information is easily accomplished. 
The item with the highest mean score was "This site is easy to navigate" (M= 4.02, 
SD= .864), followed by "This site is easy to use" (M= 3.94, SD= 357). The item with 
the lowest mean score was "This site is creative" (M= 3.29, SD= .800). Table 28 
presents the descriptive analysis of e-service quality variables and corresponding items. 
Table 28 
Descriptive Analysis of E-service Quality Items (N=360) 
Standard 
Indicators Items 
Information 
ESQl 
ESQ2 
ESQ3 
Site design 
ESQ9 
ESQlO 
ESQll 
Reliability 
ESQ12 
Security 
ESQ 16 
ESQ 17 
ESQ 18 
This site provides relevant information. 
This site provides accurate information. 
This site provides in-depth information about the 
product(s) or services(s) proposed. 
This site is easy to use. 
It is easy to search for information. 
This site is easy to navigate. 
The organization and layout of this site facilitate the 
search for information. 
The layout of this site is clear and simple. 
This site is colorful. 
This site is creative. 
This site has an attractive appearance. 
The product or service is delivered by the time 
promised by the company. 
You get what you ordered from this site. 
You get your merchandise quickly when you order. 
After-sale support on this site is excellent. 
I am confident in the security on this site. 
I feel like my privacy is protected on this site. 
I trust the web site administrators will not misuse my 
personal information. 
Mean deviation 
3.6796 
3.8139 32531 
3.5000 32103 
3.7250 3341 2 
Average mean score for the e-service quality scale 3.6112 
Note. E-service quality was measured by a five-point Likert-scale, with strongly disagree (1) and strongly 
agree (5) as anchors. 
The Means and Standard Deviation of Online Customer Satisfaction The 
online customer satisfaction scale, developed by Anderson and Srinivasan (2003), 
consisted of six items reflecting online customer satisfaction between online retailing 
stores and online consumers. The six items were measured by a five-point Likert-type 
scale, ranging from 1 being "strongly disagree" to 5 being "strongly agree". 
The average mean score for online customer satisfaction scale was 3.55. The item 
with the highest average mean score was "I think I did the right thing by buying from this 
Web site" (M= 3.88, SD= 397). The results indicated that most online shoppers prefer 
to shop from a particular online retail store. Table 29 presents the results of descriptive 
analysis for online customer satisfaction Items. 
Table 29 
Descriptive Analysis of Online Customer Satisfaction Items (N = 360) 
Indicators Items 
Standard 
Mean SD 
OCSl I am satisfied with my decision to purchase from 3.6722 .79224 
this Web site. 
OCS2 If I had to purchase again, I would feel differently 3.2861 32362 
about buying from this web site. 
OCS3 My choice to purchase from this Web site was a 3.4333 ,75456 
wise one 
OCS4 I feel badly regarding my decision to buy from this 3.5778 .92598 
Web site. 
OCS5 I think I did the right thing by buying from this Web 3.8833 39738 
site. 
OCS6 I am unhappy that I purchased from this Web site. 3.4917 .76841 
Average mean score for the online customer satisfaction scale 3.5574 
Note. Online customer satisfaction was measured by a five-point Likert-scale, with strongly disagree (1) 
and strongly agree (5) as anchors. 
The Means and Standard Deviation of Online Customer Loyalty. The online 
customer loyalty scale, developed by Anderson and Srinivasan (2003), consisted of seven 
items reflecting an online customer loyalty between online retailing stores and online 
consumers. The seven items were measured by a five-point Likert-type scale, ranging 
from 1 being "strongly disagree" to 5 being "strongly agree". 
The average mean score for online customer loyalty scale was 3.45. The item with 
the highest average mean score was "I try to use the Web site whenever I need to make a 
purchase" (M= 3.78, SD= 300). The results indicated that a loyal customer will return 
to shop from same online retail store when they need to make a future purchase. Table 
30 presents the results of descriptive analysis for online customer loyalty Items. 
Table 30 
Descriutive Analvsis of  Online Customer Lovalh, Items lN = 360) 
Indicators Items 
Standard 
Mean deviation 
OCLl I seldom consider switching to another Web site. 3.1389 .99449 
OCL2 As long as the present service continues, I doubt 3.1583 1.00967 
that I would switch web sites. 
OCL3 I try to use the Web site whenever I need to make a 3.7806 .79983 
purchase. 
OCL4 When I need to make a purchase, this Web site is 3.6417 .93638 
my first choice. 
OCL5 I like using this Web site. 3.6833 .79676 
OCL6 To me this site is the best retail Web site to do 3.4361 34202 
business with. 
OCL7 I believe that this is my favorite retail web site. 3.3111 36265 
Average item score for the online customer lovaltv scale 3.4500 
Note. Online customer loyalty was measured by a five-point Likert-scale, with strongly disagree (1)  and 
strongly agree (5) as anchors. 
The Means and Standard Deviation of Online Repurchase Intentions. The 
online repurchase intentions scale, developed by Holloway et al. (2005), consisted of 
seven items reflecting an online customer repurchase intentions between online retailing 
stores and online consumers. The four items were measured by a five-point Likert-type 
scale, ranging from 1 being "strongly disagree" to 5 being "strongly agree". 
The average mean score for online repurchase intentions scale was 3.73. The item 
with the highest average mean score was "I would purchase from this online retailer 
again in the future" (M= 3.88, SD= .786). The results indicated that most online 
shoppers prefer to return shop from the same online retail store. Table 31 presents the 
results of descriptive analysis for online repurchase intentions Items. 
Table 3 1 
Descriptive Analysis of Online Repurchase Intentions Items (N  = 360) 
Standard 
Indicators Items Mean deviation 
OR11 The next time I purchase this product online, I 3.5833 .83031 
will buy from the same online retailer. 
OR12 I would be willing to purchase form this company 3.861 1 ,74463 
again. 
I would purchase from this online retailer again in 3.8806 .78613 
the future. 
I would be very likely to increase my shopping 3.6278 38649 
activity with this online retailer 
Average mean score for the Online Customer Loyalty scale 3.7382 
Note. Online repurchase intentions was measured by a five-point Likert-type scale, with strongly disagree 
( I )  and strongly agree (5) as anchors. 
Pearson r Correlation 
The Pearson's correlation was used to find a correlation between at least two 
variables. The value for Pearson r correlation can range between .OO "no correlation" 
and 1.00 "perfect correlation". The results indicated that relationship between most 
independent variables was weak (Pearson r<.24) to moderate (Pearson r<.50) except the 
relationship between information and ease-of-use (Person r = .573), information and 
online customer satisfaction (Person r = .502), reliability and online customer satisfaction 
(Person r = .533), and security and online customer satisfaction (Person r = .523). For 
the relationship between independent variables (online service quality, online customer 
satisfaction, and online customer loyalty) and dependent variable (online repurchase 
intentions), it was moderate to moderately strong (Person r < .74), with the highest 
Person r at .55 1 between online customer satisfaction and online repurchase intentions, 
and .690 between online customer loyalty and online repurchase intentions. Pearson r 
correlation for all variables is shown in Table 32. 
Table 32 
Pearson r Correlation for A11 Variables 
INF EAS SIT REL SEC OCS OCL OR1 
INF 1 
EAS .573** 1 
SIT .417** .391** 
REL .418'* .381** .277** 
SEC .425** .339** .407** .493** 
OCS .502** .480** .358** .533** .523** 
OCL .421** .354** .208** .286** .306** .472** 
t* 
. Correlation is significant at the .01 level (2-tailed). 
Hypotheses Testing 
In this study, multiple regression and simple regression were used to test nine 
hypotheses. The significant level of .05 was used. Therefore, the hypothesis was 
supported when the level of statistical significance of the regression models was p 5.05. 
The hypothesis was not supported when the level of statistical significance of the 
regression models was p >.05. The hypothesis was partially supported when any one of 
the independent variables was not significant with respect to dependent variable in the 
model. 
Hypothesis 1: E-service quality (information, ease-of-use, reliability, site design, and 
security) has a significant positive effect on online repurchase intentions. 
112 
For the hypothesis 1, multiple regression analysis was conducted to examine the 
relationship between the construct e-service quality measured by the information, 
ease-of-use, reliability, site design, and security variable, and the dependent variable of 
online repurchases intentions. As shown in Table 36, the F value (27.06) for the overall 
regression was significant (p< .001). The coefficient of the adjusted R square value 
was .266. This indicated that 26.6% of the variation in online repurchase intentions was 
explained by the model. The remaining 73.4% of the variation of the dependent 
variable is due to the other variables not included in this model. 
The order of strength relationship was information (,B = .251) and ease-of-use ( P  
= .223). Furthermore, both of the significant predictors of information and ease-of-use 
had a direct relationship with online repurchase intentions. Thus, hypothesis 1 was 
partially supported since only two of five independent variables were significant 
predictors. Table 33 presents the multiple regression analysis of e-service quality for 
online repurchase intentions. 
Table 33 
Multiple Regression of E-service Quality for Online Repurchase Intentions 
N=360 F=27.055 P=.000 R2=.276 Adjusted R2=.266 
Explanatory Variable B SE B t sip. (P) 
(Constant) 
Information 
Ease-of-use 
The summary of multiple regression analysis of e-service quality for online 
customer repurchase intentions is shown in Table 34. The coefficient of the adjusted R 
square value was .266. The result indicated that 26.6% of the variation of online 
repurchase intentions was accounted for information and ease-of-use in combination. 
Table 34 
Summary of Multiple Regression of E-service Quality for Online Repurchase Intentions 
Hypothesis Dependent variable Ad-iusted R' Significant Predictors 
HI Online Repurchase Intentions 26.6% Information 
A summary of significant predictors of e-service quality variables for online 
repurchase intentions is presented in Table 35. Of the five e-service quality variables, 
information and ease-of-use were the only significant important and positive factors to 
online repurchase intentions. 
Table 35 
Significant Predictors Summary of E-Service Quality for Online Repurchase Intentions 
Construct Significant Predictors Online repurchase intentions 
(HI) 
E-service Qualtiy Information x 
Ease-of-use x 
Reliability 
Site Design 
Security 
Hypothesis 2: E-service quality (information, ease-of-use, reliability, site design, and 
security) has a significant positive effect on online customer satisfaction. 
For the hypothesis 2, multiple regression analysis was conducted to examine the 
relationship between e-service quality construct measured by the information, ease-of-use, 
reliability, site design, and security variables and the dependent variable of online 
customer satisfaction. As shown in Table 39, the F value (58.95) for the overall 
regression was significant (p< .001). The coefficient of the adjusted R square value 
was .447. This indicated that 44.7% of the variation in online customer satisfaction was 
explained by the model. The remaining 55.3% of the variation of the dependent 
variable is due to the other variables not included in this model. 
The order of strength relationship was reliability ( f i  = .262), security ( ,8 = .243), 
ease-of-use ( ,8 = .187), and information ( f i  = .164). Furthermore, reliability, security, 
ease-of-use, and information had a direct relationship with online customer satisfaction. 
Thus, hypothesis 2 was partially supported since four of the five independent variables 
were significant predictors. Table 36 presents the multiple regression analysis of 
e-service quality for online customer satisfaction. 
Table 36 
Multiple Regression of E-Service Quality for Online Customer Satisfaction 
Explanatory Variable B SE b t Sig. (P) 
(Constant) 
Information 
The summary of multiple regression analysis of e-service quality for online 
customer satisfaction is shown in table 37. The coefficient of the adjusted R square 
value was .447. The results indicated that 44.7% of the variance of online customer 
satisfaction accounted for was attributed to information, ease-of-use, reliability, and 
security in combination. 
Table 37 
Summary of Multiple Regression of E-Service Quality for Online Customer Satisfaction 
Hypothesis Dependent variable Adjusted R' Significant Predictors 
H2 Online Customer Satisfaction 44.7% Reliability 
Security 
Ease-of-use 
Information 
A summary of significant predictors of e-service quality variables for online 
customer satisfaction is presented in Table 38. Of the five e-service quality variables, 
reliability, security, ease-of-use, and information were the most important and positive 
factors to online customer satisfaction. 
Table 38 
Significant Predictors Summary of E-Service Quality for Online Customer satisfaction 
Construct Significant Predictors Online customer 
satisfaction (H2) 
E-Service Qualtiy Information 
Ease-of-use 
Reliability 
Site Design 
Security 
Hypothesis 3: Online customer satisfaction has a significant positive effect on online 
repurchase intentions. 
For the hypothesis 3, simple regression analysis was conducted to examine the 
relationship between online customer satisfaction variable and the dependent variable of 
online repurchase intentions. As shown in Table 39, the F value (156.182) for the 
overall regression was significant (p< .001). The coefficient of the adjusted R square 
value was .302. This indicated that 30.2% of the variation in online repurchase 
intentions was explained by the model. The remaining 69.8% of the variation of the 
dependent variable is due to the other variables not included in this model. Meanwhile, 
online customer satisfaction had a direct relationship ( ,8 = .55 1) with online customer 
repurchase intentions. Thus, hypothesis 3 was supported since the independent variable 
was a significant predictor. Table 39 presents the simple regression analysis of online 
customer satisfaction for online repurchase intentions. 
Table 39 
Regression of Online Customer Satisfaction on Online Repurchase Intentions 
Explanatory Variable B SE B t sip. (P) 
(Constant) .4645 .834 5.570 .OOO 
Online customer satisfaction .483 .039 .55 1 12.437 .OOO 
In summary, the coefficient of the adjusted R square value was .302. The results 
indicated that 30.2% of the variance of online repurchase intentions was attributed to 
online customer satisfaction. Furthermore, of the online customer satisfaction variable, 
online customer satisfaction was the most important and positive factor to online 
repurchase intentions. 
Hypothesis 4: E-service quality (information, ease-of-use, reliability, site design, and 
security) has a significant positive effect on online customer loyalty. 
For the hypothesis 4, multiple regression analysis was conducted to examine the 
relationship between e-service quality variables (information, ease-of-use, reliability, site 
design, and security) and the dependent variable of online customer loyalty. As shown 
in Table 40, the F value (19.416) for the overall regression was significant (p < .001). 
The coefficient of the adjusted R square value was .204. This indicated that 20.4% of 
the variation in online customer loyalty was explained by the model. The remaining 
80% of the variation of the dependent variable is due to the other variables not included 
in this model. 
The order of strength relationship was information ( j3 = .272) and ease-of-use ( j3 
= .143). Furthermore, both significant predictors of information and ease-of-use had a 
direct relationship with online customer loyalty. Thus, hypothesis 4 was partially 
supported since only two of the five independent variables were significant predictors. 
Table 40 presents the multiple regression analysis of e-service quality for online customer 
loyalty. 
Table 40 
Multiple Regression of Online Service Quality on Online Customer Loyalty 
N=360 F=19.416 P=.000 ~'=.215 Adjusted ~'=.204 
Explanatory Variable B SE @ t sip. (p) 
(Constant) 
Information 
Ease-of-use 
The summary of multiple regression analysis of e-service quality for online 
customer loyalty is shown in Table 41. The coefficient of the adjusted R square value 
was .204. The results indicated that 20.4% of the variance of online customer loyalty 
was attributed to information, and ease-of-use in combination. 
Table 41 
Summary of Multiple Regression of E-Service Quality for Online Customer Loyalty 
Hypothesis Dependent variable Adjusted R~ Significant Predictors 
H4 Online Customer Loyalty 20.4% Information 
Ease-of-use 
A summary of significant predictors of e-service quality variables for online 
customer loyalty is presented in Table 42. Of the five variables measuring e-service 
quality construct, information and ease-of-use were significant and had a positive 
relationship with online customer loyalty. 
Table 42 
Significant Predictors Summary of E-Service Quality for Online Customer loyalty 
Construct Significant Predictors Online customer loyalty 
(H4) 
E-Service Qualtiy Information x 
Reliability 
Site Design 
Security 
Hypothesis 5: Online customer loyalty has a significant positive effect on online 
customer repurchase intentions. 
For the hypothesis 5, simple regression analysis was conducted to examine the 
relationship between online customer loyalty variable and the dependent variable of 
online repurchase intentions. As shown in Table 43, the F value (325.639) for the 
overall regression was significant (p< .001). The coefficient of the adjusted R square 
value was .475. This indicated that 47.5% of the variation in online customer 
repurchase intentions was explained by the model. The remaining 52.5% of the 
variation of the dependent variable is due to the other variables not included in this model. 
Meanwhile, online customer loyalty had a direct relationship ( P  = .690) with online 
repurchase intentions. Thus, hypothesis 5 was supported since the independent variable 
was significant predictors. Table 43 presents the simple regression analysis of online 
customer loyalty for online repurchase intentions. 
Table 43 
Regression of Online Customer Loyalty for Online Repurchase Intentions 
N=360 F=325.639 P=.000 R2=.476 Adjusted R2=.475 
Explanatory Variable B SE B t sip. (PI 
(Constant) 2.968 .673 4.412 .OOO 
Online Customer Loyalty ,385 .021 .690 18.045 .OOO 
In summary, the coefficient of the adjusted R square value was .475. The results 
indicated that 47.5% of the variance of online repurchase intentions was attributed to 
online customer loyalty. Furthermore, online customer loyalty was significant and had a 
positive effect on online repurchase intentions. 
Hypothesis 6: Online customer satisfaction has a significant positive effect on online 
customer loyalty. 
For the hypothesis 6, simple regression analysis was conducted to examine the 
relationship between online customer satisfaction variable and the dependent variable of 
online customer loyalty. As shown in Table 44, the F value (102.553) for the overall 
regression was significant (p< .001). The coefficient of the adjusted R square value 
was .221. This indicated that 22.1 % of the variation in online customer loyalty was 
explained by the model. The remaining 77.9% of the variation of the dependent 
variable is due to the other variables not included in this model. Meanwhile, online 
customer satisfaction had a direct relationship ( P  = .472) with online customer loyalty. 
Thus, H6 was supported since the independent variable was significant predictor. Table 
44 presents the simple regression analysis of online customer satisfaction for online 
customer loyalty. 
Table 44 
Regression of Online Customer Satisfaction on Online Customer Loyalty 
N=360 F=102.553 P=.000 R2=.223 Adjusted R2=.221 
Explanatory Variable B SE B t sig. (P) 
(Constant) 15.309 1.580 9.692 .OOO 
Online Customer Loyalty .741 .073 .472 10.127 .OOO 
In summary, the coefficient of the adjusted R square value was .221. The results 
indicated that 22.1% of the variation of online customer loyalty was attributed to online 
customer satisfaction. Furthermore, online customer satisfaction was significant and 
had a positive effect on online customer loyalty. 
Hypothesis 7: E-service quality (information, ease-of-use, reliability, site design, and 
security) and online customer satisfaction are significant explanatory variables of 
online repurchase intentions. 
For the hypothesis 7, multiple regression analysis was conducted to examine the 
relationship among e-service quality variables (information, ease-of-use, reliability, site 
design, and security), online customer satisfaction variable, and the dependent variable of 
online repurchase intentions. As shown in Table 45, the F value (33.370) for the overall 
regression was significant (p< .001). The coefficient of the adjusted R square value 
was .35 1. This indicated that 35.1% of the variation in online repurchase intentions was 
explained by the model. The remaining 64.9% of the variation of the dependent 
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variable is due to the other variables not included in this model. 
The order of strength relationship was online customer satisfaction ( ,El = .396), 
information ( ,El = .186), and ease-of-use ( /3 = .149). Furthermore, online customer 
satisfaction, information, and ease-of-use had a direct relationship with online repurchase 
intentions. Thus, hypothesis 7 was partially supported since only two of five 
independent variables were significant predictors. Table 45 presents the multiple 
regression analysis of e-service quality and online customer satisfaction for online 
repurchase intentions. 
Table 45 
Multiple Regression of E-service Quality and Online Customer Satisfaction for Online 
Repurchase Intentions 
N-360 F=33.370 P=.000 R2=.362 Adjusted R2=.351 
Explanatory Variable B SE B t sig. (P) 
(Constant) 2.722 .913 2.982 .003 
Information .254 .077 .I86 3.282 .001 
Ease-of-use .I23 .045 .149 2.718 ,007 
Online Customer Satisfaction ,347 .050 .396 6.875 .OOO 
The summary of multiple regression analysis of e-service quality and online 
customer satisfaction for online repurchase intentions is shown in Table 46. The 
coefficient of the adjusted R square value was .35 1. The results indicated that 35.1% of 
the variance of online repurchase intentions was attributed to online customer satisfaction, 
information, and ease-of-use. 
Table 46 
Summary of Multiple Regression of E-Service Quality and Online Customer Satisfaction 
for Online Repurchase Intentions 
Hypothesis Dependent variable Adjusted R~ Significant Predictors 
H7 Online Repurchase Intentions 35.1 % Online Customer Satisfaction 
Information 
A summary of significant predictors of e-service quality variables and online 
customer satisfaction variable for online customer repurchase intentions is presented in 
Table 47. Of the five e-service quality variables and one online customer satisfaction 
variable, online customer satisfaction, information and ease-of-use were the most 
important and positive factors to online repurchase intentions. 
Table 47 
Significant Predictors Summary of E-Service Quality and Online Customer Satisfaction 
for Online Repurchase Intentions 
Construct Significant Predictors Online customer repurchase 
intentions (H7) 
E-Service Qualtiy Information x 
Reliability 
Site Design 
Security 
Online Customer Satisfaction Online Customer Satisfaction x 
Hypothesis 8: E-service quality (information, ease-of-use, reliability, site design, and 
security) and online customer loyalty are significant explanatory variables of online 
repurchase intentions. 
For the hypothesis 8, multiple regression analysis was conducted to examine the 
relationship among e-service quality variables (information, ease-of-use, reliability, site 
design, and security), online customer loyalty variable, and the dependent variable of 
online repurchase intentions. As shown in Table 48, the F value (66.950) for the overall 
regression was significant (p< .001). The coefficient of the adjusted R square value 
was .524. This indicated that 52.4% of the variation in online repurchase intentions was 
explained by the model. The remaining 47.6% of the variation of the dependent 
variable is due to the other variables not included in this model. 
The order of strength relationship was online customer loyalty (/3 = .571) and 
ease-of-use ( /3 = .141). Furthermore, both of significant predictors of online customer 
loyalty and ease-of-use had a direct relationship with online repurchase intentions since 
only two of six independent variables were significant predictors. Thus, hypothesis 8 
was partially supported. Table 48 presents the multiple regression analysis of online 
service quality and online customer loyalty for online repurchase intentions. 
Table 48 
Multiple Regression of E-service Quality and Online Customer Loyalty for Online 
Repurchase Intentions 
N=360 F=66.950 P=.000 ~ * = . 5 3 2  Adjusted ~'=.524 
Explanatory Variable B SE f i  t sig. (P) 
(Constant) 2.01 1 304 1.945 .001 
Online Customer Loyalty .318 .023 .57 1 13.894 .OOO 
The summary of multiple regression analysis of e-service quality and online 
customer loyalty for online repurchase intentions is shown in Table 49. The coefficient 
of the adjusted R square value was .524. The results indicated that 52.4% of the 
variance of online repurchase intentions was attributed to online customer loyalty and 
ease-of-use. 
Table 49 
Summary of Multiple Regression of E-Service Quality and Online Customer Loyalty for 
Online Repurchase Intentions 
Hypothesis Dependent variable Adjusted R* Significant Predictors 
H8 Online Repurchase Intentions 52.4% Online Customer Loyalty 
Ease-of-use 
A summary of significant predictors of e-service quality variables and online 
customer loyalty variable for online repurchase intentions is presented in Table 50. Of 
the five e-service quality variables and one online customer loyalty variable, online 
customer loyalty and ease-of-use were the most important and positive factors to online 
repurchase intentions. 
Table 50 
Significant Predictors Surnmary of E-Service Quality and Online Customer Loyalty for 
Online Repurchase Intentions 
Construct Significant Predictors Online repurchase intentions 
(Ha) 
E-Service Qualtiy Information 
Ease-of-use 
Reliability 
Site Design 
Security 
Online Customer Loyalty Customer Loyalty x 
Hypothesis 9: E-service quality (information, ease-of-use, reliability, site design, and 
security), online customer satisfaction, and online customer loyalty are significant 
explanatory variables of online repurchase intentions. 
For the hypothesis 9, multiple regression analysis was conducted to examine the 
relationship among e-service quality variables (information, ease-of-use, reliability, site 
design, and security), online customer satisfaction variable, online customer loyalty 
variable, and the dependent variable of online repurchase intentions. As shown in Table 
51, the F value (63.495) for the overall regression was significant (p< .001). The 
coefficient of the adjusted R square value was .549. This indicated that 54.9% of the 
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variation in online customer repurchase intentions was explained by the model. The 
remaining 45.1 % of the variation of the dependent variable is due to the other variables 
not included in this model. 
The order of strength relationship was online customer loyalty ( f i  = .520), online 
customer satisfaction ( f i  = .226), and ease-of-use (,B= .107). Furthermore, online 
customer loyalty, online customer satisfaction, and ease-of-use had a direct relationship 
with online repurchase intentions. Thus, hypothesis 9 was partially supported since only 
three of the six independent variables were significant predictors. Table 51 presents the 
multiple regression analysis of e-service quality, online customer satisfaction, and online 
customer loyalty for online repurchase intentions. 
Table 5 1 
Multiple Regression of E-Sewice Quality, Online Customer Satisfaction and Online 
Customer Loyalty for Online Repurchase Intentions 
N=360 F=63.495 P=.000 R2=.558 Adjusted R2=.549 
Explanatory Variable B SE t'3 t sig. (P) 
(Constant) .929 315 1.140 .011 
Ease-of-use .088 .038 ,107 2.324 .021 
Online Customer Satisfaction ,198 .044 ,226 4.532 .OOO 
Online Customer Loyalty .290 .023 .520 12.499 .OOO 
The summary of multiple regression analysis of e-service quality, online customer 
satisfaction and online customer loyalty for online repurchase intentions is shown in 
Table 52. The coefficient of the adjusted R square value was .549. The result indicated 
that 54.9% of the variance of online repurchase intentions was accounted for online 
customer satisfaction, online customer loyalty, and ease-of-use. 
Table 52 
Summary o f  Multiple Regression of E-Service Quality, Online Customer Satisfaction and 
Online Customer Loyalty for Online Repurchase Intentions 
Hypothesis Dependent variable Adjusted R~ Significant Predictors 
H9 Online Repurchase Intentions 54.9% Online Customer Satisfaction 
Online Customer Loyalty 
A summary of significant predictors of e-service quality variables, online customer 
satisfaction variable, and online customer loyalty variable for online repurchase 
intentions is presented in Table 53. Of the five e-service quality variables, online 
customer satisfaction variable, and online customer loyalty variable, online customer 
satisfaction, online customer loyalty, and ease-of-use were the most important and 
positive factors to online repurchase intentions. 
Table 53 
Signijicant Predictors Summary of E-service Quality, Online Customer Satisfaction and 
Online Customer Loyalty for Online Repurchase Intentions 
Construct Significant Predictors Online repurchase intentions 
039) 
E-Service Qualtiy Information 
Ease-of-use x 
Reliability 
Site Design 
Security 
Online Customer Satisfaction Online Customer Satisfaction x 
Online Customer Loyalty Online Customer Loyalty x 
Summary of Findings 
A summary of regression models for nine hypotheses is presented in Table 54. 
According to the multiple regression analysis of hypothesis 1, the information and 
ease-of-use variables of e-service quality construct were significant predictors of online 
repurchase intentions. The information and ease-of-use variables had a direct 
relationship with online repurchase intentions. Meanwhile, these two variables 
explained 27.6% of the variation in online repurchase intentions. The other independent 
variables of e-service quality construct (reliability, site design, and security) were not 
significant factors affecting the dependent variable. 
For hypothesis 2, the result of multiple regression analysis indicated that the 
information variable, ease-of-use variable, reliability variable, and security variable of 
e-service quality had significant and a direct relationship on the dependent variable of 
online customer satisfaction. This combination of e-service quality variables explained 
44.7% of the variance in online customer satisfaction. Meanwhile, only site design 
variable was not a significant variable affecting the dependent variable. 
For hypothesis 3, the simple regression analysis revealed that online customer 
satisfaction had a significant and direct relationship on online repurchase intentions with 
an adjusted R square of 30.2%. 
For hypothesis 4, the results of multiple regression analysis indicated that 
information variable and ease-of-use variable of e-service quality had a significant and 
direct effect on the dependent variable of online customer loyalty. This combination of 
e-service quality variables explained 20.4% of the variation in online customer loyalty. 
Meanwhile, the other variables of e-service quality value (reliability, site design, and 
security) were not significant factors affecting the dependent variable. 
For hypothesis 5, the simple regression analysis indicated that online customer 
loyalty had a significant and direct relationship on online repurchase intentions with an 
adjusted R squaree of 47.5%. 
For hypothesis 6,  the simple regression analysis revealed that online customer 
satisfaction had a significant and direct relationship on online customer loyalty with an 
explained variation of 22.1 %. 
For hypothesis 7, the result of multiple regression analysis indicated that information 
variable and ease-of-use variable of e-service quality and online customer satisfaction 
had a significant and direct relationship on dependent variable of online repurchase 
intention. This combination of e-service quality variables (information and ease-of-use) 
and online customer satisfaction was able to explain 35.1% of the variation in online 
repurchase intentions. Meanwhile, the other variables (reliability, site design, and 
security) of e-service quality value were not significant factors impacting the dependent 
variable. 
For hypothesis 8, the result of multiple regression analysis indicated that ease-of-use 
variable of e-service quality and online customer loyalty had a significant and direct 
relationship on dependent variable of online repurchase intentions. Ease-of-use variable 
of e-service quality and online customer loyalty were able to explain 52.4% of the 
variation in online repurchase intentions. Furthermore, the other variables (information, 
reliability, site design, and security) of e-service quality value were not significant factors 
affecting the dependent variable. 
For hypothesis 9, the result of multiple regression analysis indicated that ease-of-use 
variable of e-service quality, online customer satisfaction, and online customer loyalty 
had a significant and direct relationship on dependent variable of online repurchase 
intentions. Ease-of-use variable of e-service quality, online customer satisfaction, and 
online customer loyalty were able to explain 54.9% of the variation in online repurchase 
intentions. Furthermore, the other variables (information, reliability, site design, and 
security) of e-service quality value were not significant factors affecting the dependent 
variable. 
Table 54 
Summary of Regression Models for Nine Hypotheses 
Hypothesis D V EV Predictors Supported 
HI ORI 27% INF* EAS* REL SIT SEC Partially 
H2 OCS 45% INF* EAS* REL* SIT SEC* Partially 
H3 ORI 30% OCS* Yes 
H4 OCL 20% INF* EAS* REL SIT SEC Partially 
H5 ORI 48% OCL* Yes 
H6 OCL 22% OCS* Yes 
H7 ORI 35% INF* EAS* REL SIT SEC OCS* Partially 
H8 OR1 52% INF EAS* REL SIT SEC OCL* Partially 
H9 ORI 55% INF EAS* REL SIT SEC OCS* OCL* Partially 
Note. * indicates important and positive factor 
DV: Dependent Variable EV: Explained Variance 
INF: information EAS: ease-of-use REL: reliability SIT: sit design SEC: security 
OCS: online customer satisfaction OCL: online customer loyalty 
ORI: online repurchase intentions 
Chapter IV presented the results of the socio-demographic characteristics, 
data-producing sample, findings of research question and hypotheses testing. Chapter V 
provides interpretations of the statistical analysis, discussion of the findings, implications 
for theory, and limitations. The recommendations for the future research are included. 
CHAPTER V 
DISCUSSION 
Many studies of e-commerce pointed out that service quality influences customer 
satisfaction, and influences customer purchase behaviors (Griffith & Krampf, 1998; Liu 
& Amrtt, 2000; Zeithaml, Parasuraman, & Malhotra, 2000). According to Li and Suomi 
(2007), the e-service quality plays an important role in e-marketing which wins 
consumers for enterprises through the Internet. Li and Suomi (2007) explained that 
"companies providing e-services to customers aim at delivering high value to consumers 
building customer loyalty, encouraging repeat purchases, and maintaining long-term 
relationships with customers" (p.33 1). However, there were no empirical studies which 
explored the integrated model and the relationship between e-service quality and online 
repurchase intentions. This study was the first to combine theories of the e-service 
quality (information, ease-of-use, reliability, sit design, and security), online customer 
satisfaction, and online customer loyalty to examine their impact on online repurchase 
intentions. Hence, the purpose of this non-experimental and correlational study was to 
explain the different influences of the e-service quality, online customer satisfaction, and 
online customer loyalty on online repurchase intentions. Chapter V provides 
interpretations of findings, practical implications, limitations, conclusions, and 
recommendations of this study for the future research. 
Interpretations 
Based on the data analysis in chapter IV, all findings were compared with prior 
research studies to provide possible insights within this chapter. All hypotheses will be 
interpreted and discussed. The relationship between independent and dependent 
variables will be presented. Finally, all of the constructs of the e-service quality, online 
customer satisfaction, and online customer loyalty will be interpreted to explain online 
repurchase intentions 'in Taiwanese B2C online retailing industry. 
For hypothesis 1, multiple regression analysis was conducted to examine the 
relationship between e-service quality variables (information, ease-of-use, reliability, site 
design, and security) and online repurchases intentions. The findings demonstrated that 
the variables of information and ease-of-use positively influenced online repurchase 
intentions. First, the findings related to the information variable were consistent with 
the prior study of Jang & Bums (2005), indicating that information representing price, 
promotion, and product quality were an important factor in online customer shopping 
intention. Second, findings related to the ease-of-use variable were supported by the 
Fram & Grady, (1995), Gupta & Kim, (2007). Finally, Gupta and Kim (2007) also 
indicated that the convenience to shopping from the website had significant effects on 
repurchase intention. 
For hypothesis 2, multiple regressions were conducted to examine the relationship 
between e-service quality variables (information, ease-of-use, reliability, site design, and 
security) and online customer satisfaction. The results indicated that the variables of 
information, ease-of-use, reliability, and security positively influenced online customer 
satisfaction while the variable of site design did not. This finding was consistent with 
the prior study by Collier & Bienstock, 2006 who concluded that service quality has been 
shown to promote customer satisfaction in marketing. In addition, the result of this 
study also confirmed the proposition of Bansal, McDougall, Dikolli, and Sedatole (2004) 
indicating that web site characteristics (ease-of-use, information availability, and 
transaction duration) were significantly related to online customer satisfaction. On the 
other hand, for the information variable, the finding was supported by Kim, Kim and 
Lennon (2006) asseverating that retail web sites need to offer online service attributes 
that satisfy consumer needs of adequate information when shopping online. For the 
reliability variable, the finding confirmed the proposition of Yang and Fang (2004) who 
affirm that accurate order fulfillment and keeping service promises are primary service 
quality elements leading to customer satisfaction. However, in this study, the site design 
variable did not have an obvious effect on online customer satisfaction. This was not 
consistent with the empirical research of Szymanski and Hise (2000) and Kim (2005) 
who have indicated that site design is one of the dominant factors in e-satisfaction. A 
possible explanation for this finding is perhaps that online shoppers were most concerned 
about information of products, easy to use for website, delivery, and security of personal 
data than the looks of a site. 
For hypothesis 3, simple regression was conducted to examine significant 
relationships between online customer satisfaction and online repurchase intentions. 
The finding indicated that online customer satisfaction had a positively significant effect 
on online repurchase intentions. This was supported by Hess, Ganesan, and Klein, 
(2003) who found that customer satisfaction is significant and positively related to 
customer repurchase intentions. Furthermore, this finding was consist with prior studies 
(Oliver, 1980; Churchill & Suprenant, 1982; Bearden & Teel, 1983; Oliver & DeSarbo, 
1988; Rust & Zahorik, 1993; Rust , Zahorik, & Keiningham, 1995; Hallowell, 1996; 
Jones & Suh, 2000) revealing that customer satisfaction is one of the primary factors of 
customer repurchase intentions as verified in different kinds of industrial and social 
contexts. In fact, the customer will be more likely to shop at the same web site when the 
online customer is satisfied with an internet store in the context of online shopping 
(Khalifa & Liu, 2007). As a result, online customer satisfaction impacts individual 
online customer behavior in the context of online shopping. 
For hypothesis 4, the results revealed that information and ease-of-use positively 
influenced online customer loyalty. This finding was consistent with prior findings 
(Bergeron & Sknkcal, 2001; Sknkcal, 2001; Collier & Bienstock, 2006). Meanwhile, in 
the context of online business, Bergeron and SCn6cal(2001) stated that one of the main 
factor influencing online customers' loyalty was service. Also, Li and Suomi (2007) 
indicated that companies providing e-services to customers aim at delivering high value 
to consumers building customer loyalty with customers. 
For hypothesis 5, simple regression was used to evaluate the significant relationship 
between online customer loyalty and online repurchase intentions. The analysis resulted 
in a finding that online customer loyalty had a positively significant effect on online 
repurchase intentions. This finding was supported by prior studies (Griffin, 1998; 
McLaughlin & Wittink, 1998; Lam, Shankar, Erramilli, & Murthy. 2004), indicating that 
customer loyalty is one of the critical indicators for repurchase intentions. 
For hypothesis 6, the result of analysis indicated that online customer satisfaction 
had a positively significant effect on online customer loyalty. This was consistent with 
prior studies (Szymanski & Hise, 2000; Anderson & Srinivasan, 2003) whose findings 
concur that online customer satisfaction has been shown to promote customer loyalty in 
context of online business. 
For hypothesis 7, the finding was consistent with prior studies (Griffith & Krampf, 
1998; Liu & Amrtt, 2000; Zeithaml, Parasuraman, & Malhotra, 2000; Li & Suomi, 2007) 
in that service quality influences customer satisfaction, and influences customer purchase 
behaviors. Moreover, Hess, Ganesan, and Klein (2003) stated that customer satisfaction 
with the service recovery response is significant and positively related to customer 
repurchase intentions. Thus, the e-service quality is an important factor to build 
customer satisfaction and encourage repurchase Intentions. 
For hypothesis 8, the result of this study is supported by Li and Suomi (2007) who 
found that that "companies providing e-services to customers aim at delivering high value 
to consumers building customer loyalty, encouraging repeat purchases, and maintaining 
long-term relationships with customers" (p.33 1). 
For hypothesis 9, multiple regression analysis was conducted to examine the 
relationship among e-service quality variables (information, ease-of-use, reliability, site 
design, and security), and online customer satisfaction, online customer loyalty and 
online repurchase intentions. The finding confirmed the proposition of Wolfinbarger 
and Gilly (2003) that a well-designed e-service will increase online customer satisfaction, 
build customer loyalty, and encourage online repurchase intentions. 
However, the reliability, site design, and security variables of the e-service construct 
did not influence online repurchase intentions in hypothesis 1, hypothesis 7, hypothesis 8 
and hypothesis 9, and also did not influence online customer loyalty in hypothesis 4. A 
possible explanation for this finding may be explained by: (1) the reliability of products 
order and product delivery does not impact online shoppers' consideration when 
customers try to purchase goods from the same online a second or third time as they are 
now trusting the website otherwise they would not shop from it again. (2) Internet speed 
is not as fast in Taiwan when compared to other Asian countries (i.e. Japan and Korea). 
Thus, online shoppers in Taiwan prefer a web site that is simple, with less fancy graphics 
and less bells and whistles as those features make a page heavy and take longer to 
download. (3) most of the online retail stores are now, due to competition, offering 
excellent security to protect online customers' credit card information when their online 
shoppers order products. Thus, the security is not an important factor for online 
repurchase intentions in the context of online business in Taiwan. 
Practical Implications 
Business-to-Consumer (B 2 C) e-commerce is a highly competitive filed in Taiwan. 
The purpose of this study was to explore the effect of e-service quality on online 
repurchase intentions with customer satisfaction and customer loyalty. In this study, the 
finding cites some practical implications for enhancing online repurchase intentions in 
the Business-to-Consumer (B 2 C) e-commerce: 
1. Online retailers have the potential to improve online customer satisfaction and 
loyalty through information features in websites. For example, online retailers 
should continue detailed product information such as product functionality, uses, 
specifications, physical dimensions, styles, colors, pricing structures and 
guarantees. Todays' shoppers want to know ahead of time all they can find out 
about a product before shopping since they cannot physically inspect the product 
and returning a product after it is bought poses many problems. 
2. Online retailers should continue to improve online customer satisfaction and 
loyalty by keeping websites easy to use. This simplicity is accomplished by 
presenting clean pages, with efficient navigation menu and search capabilities. 
3. Online retailers should continue to improve online customer satisfaction through 
features that make a website reliable. For example, online retailers have to 
ensure that customers obtain their specific orders from the site within the 
specified delivery date. 
4. Online retailers should continue to improve online customer satisfaction through 
security features. For example, online retailers can invest on encryption software 
and anti-hacking equipment to protect online customers' private information 
such as credit card number, phone number, address, and account numbers. 
5. According to the results of this study, the dimension of ease-of-use is the most 
important factor of e-service quality construct for customer satisfaction, loyalty, 
and online repurchases intention. Thus, online retailers have the potential to 
provide simple, clear, and easy to research product information to facilitate 
ordering products for online shoppers while increasing customers' satisfaction 
and building customers' loyalty. When an online customer is satisfied with an 
internet store, the research indicates that the customer will be more likely to 
shop at the same site repeatedly. 
6. Finally, the key feature of online retail business is the fact that it is open 24 
hours a day and it is self-service. Thus, online retailers should continue to have 
to improve their websites in order to insure availability free from viruses like 
such as denial of service attacks which render a busy website unavailable for 
legitimate users. In addition, more efficient check-out procedures would allow 
customers to enjoy a more pleasurable online shopping experience resulting in 
increased satisfaction. 
Conclusions 
This study investigated whether online repurchase intentions could be explained by 
e-service quality, online customer satisfaction, and online loyalty. The value of this 
study was the empirical validation of the relationship among e-service quality, online 
customer satisfaction, online customer loyalty, and online repurchase intentions. 
The conclusions of this study included: 
1. Information availability and ease-of-use variables positively influences online 
repurchase intentions. This results were consistent with prior studies (Jang & 
Burns, 2005; Fram & Grady, 1995; Gupta & Kim, 2007) indicating that 
information representing price, promotion, and product quality are important 
factor in online customer shopping intention, and the convenience of shopping 
from a website have significant effects on repurchase intention. 
2. Information availability, ease-of-use, reliability, and security features of a 
website positively influences online customer satisfaction. The finding 
partially confirmes the proposition of Bansal, McDougall et. al., (2004) that web 
site characteristics (ease-of-use, information available, and transaction duration) 
significantly related to online customer satisfaction. However, this study found 
that the site design variable did not have an effect on online customer 
satisfaction. It is perhaps due to some differences in Taiwanese online 
shoppers who are more concerned about information of products, easy-of-use of 
use for website, delivery, and security of personal data rather than the aesthetics 
of a website design. 
3. Online customer satisfaction has a positive significant effect on online 
repurchase intentions. This finding was supported by Hess, Ganesan, and 
Klein, (2003). The dimension of online customer satisfaction impacts 
individual online customer behavior in the context of online shopping. 
4. Information availability and ease-of-use of websites have positive influence on 
online customer loyalty. This finding was consistent with prior findings 
(Bergeron & SCnCcal, 2001; SCnCcal, 2001; Collier & Bienstock, 2006). Thus, 
online retail companies may provide more information about products and 
ease-of-use Website to customers in order to deliver high value e-service quality 
and build loyalty with customers. 
5. Online customer loyalty have a positively significant effect on online repurchase 
intentions. This finding was supported by the prior studies (Griffin, 1998; 
McLaughlin & Wittink, 1998; Lam, Shankar, Erramilli, & Murthy. 2004), who 
found that customer loyalty is one of the critical indicators for repurchase 
intentions. 
6. Online customer satisfaction had a positively significant effect on online 
customer loyalty. This finding was consistent with prior studies (Szymanski & 
Hise, 2000; Anderson & Srinivasan, 2003) whose findings concur that online 
customer satisfaction has been shown to promote customer loyalty in context of 
online business. 
7. E-service quality dimension influences customer satisfaction, and influences 
customer purchase behaviors. The findings were consistent with prior studies 
(Griffith & Krampf, 1998; Liu & Amrtt, 2000; Zeithaml, Parasuraman, & 
Malhotra, 2000; Li & Suomi, 2007). The results also supported the empirical 
study by Hess, Ganesan, and Klein (2003) revealing that e-service quality is an 
important factor for building customer satisfaction and encouraging repurchase 
Intentions. 
8. An improved e-service will increase online customer satisfaction, build customer 
loyalty, and encourage online repurchase intentions. This finding confirmed 
the proposition of Wolfinbarger and Gilly (2003). 
Limitations 
There are several limitations in this study. The limitations of this research were as 
follows. 
1. The sample may not be representative of the total population of the different 
countries' online shoppers. The accessible sample was derived from daytime 
undergraduate students in Taiwan. The homogeneity of the accessible sample 
may limit the generalizability. 
2. This study was primarily a one-time, systematic sampling survey study due to 
the constraints of cost and time. However, a long-term longitudinal approach 
should be more significant for a research on online repurchase intentions 
factors, specially because the customers could be studied over a long period of 
time in terms of their interaction with preferred online retailers. 
3. The target industry in this research was the Business-to-Consumer (B2C) 
online commerce. All the results were projected only to customers of online 
retailing businesses. Thus, the finding of this study may not be projected 
accurately to other online business categories, such as 
Government-to-Government (G2G), Business-to-Business (B2B), or 
Business-to-Employee (B2E). 
4. This study did not examine personal factors such as job, income, 
variety-seeking behavior, or impulsiveness that may have an effect on the 
length of time a customer is with a particular online store or the many times a 
customer buys the same product. These personal factors may influence online 
repurchase intentions. 
5 .  This study did not examine different product categories, product pricing and 
online store classifications. In the context of online businesses, customers 
may consider more factors in staying with an online retail store. 
6. The accessible sample focused on undergraduate students. In this study the 
age of participants did not over 40 years old. Thus, with older or younger 
population the results may be different. . 
Recommendations for future research 
1. It is recommended in future research studies add additional relevant variables 
(e.g. price attractiveness, process convenience, product attractiveness, and 
payment method) be examined to find more significant factors of e-service for 
measuring online customer satisfaction, loyalty, and repurchase intentions. 
2. This study focused on industry of Business-to-Consumer. It is recommended 
that future studies be conducted in other e-commerce categories (e.g. 
Government-to-Government, Business-to-Business, and Business-to-Employee) 
to verify the effect of e-service quality on returning stakeholders. 
3. It is recommended that future studies use other statistical techniques such as 
structural equation modeling (SEM) to measure the causal relationships among 
e-service quality, online customer satisfaction, online customer loyalty, and 
online repurchase intentions. 
4. It is recommended that future studies measure e-service quality factors in 
predicting online customers' repurchase intentions in the context of 
cross-national and socio-cultural differences. 
5 .  Due to the time constraints of this research, it is recommended that a 
longitudinal survey be used to monitor perceived performance of e-service 
quality and evolution of online customers' repurchase intentions for an 
extended period of time. 
6. This study did not consider personal factors such as job, income, 
variety-seeking behavior, or impulsiveness. It is recommended that future 
studies explore the relationship among personal factors (job, income, 
variety-seeking behavior, or impulsiveness), e-service quality, and online 
repurchase intentions. 
7. This study did not consider different product categories, price, and online store 
classifications. It is recommended that future studies be conducted in 
different product categories, and pricing structures to validate the effect of 
e-service quality on customer online repurchase intentions. 
8. The age of participants this study was between 18 and 40 years of age. It is 
recommended that future studies be conducted in different level of age to 
validate the effect of e-service quality on customer online repurchase intentions 
in different age groups. 
Finally, in spite of some limitations in this study, the findings do contribute to the 
understanding of customer online repurchase intentions and provide critical insights for 
online retail companies to deliver outstanding quality websites in order to build customer 
satisfaction and loyalty, and to enhance repurchase intentions in the context of online 
retailing. 
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APPENDIX A 
SURVEY INSTRUMENT 
DIRECTIONS FOR THE PARTICIPANT 
You are being asked to participate in my research study. Please read this carefully. This 
form provides you with information about the study. The Principal Investigator (Tung-Hsuan Liu) 
will answer all of your questions. Ask questions about anything you don't understand before 
deciding whether or not to participate. You are free to ask questions at any time before, during, or 
after your participation in this study. Your participation is entirely voluntary and you can refuse to 
participate without penalty or loss of benefits to which you are otherwise entitled. 
PURPOSE OF THIS RESEARCH STUDY 
The study is about the relationships of e-service quality, online customer satisfaction, online 
customer loyalty, and online repurchase intentions. There will be approximately 360 people 
participating in this study. Participants are daytime undergraduate students who attended 
Fortune Institute of Technology 
PROCEDURES 
If you agree to participate after reading this consent form, you may proceed to answer the 
survey provided in this package. You will be given a survey questionnaire on a "clip board". By 
completing the survey, you are giving your consent. The survey contains three parts with a total 
of 39 questions. The survey should take no longer than 10 minutes to complete. After completing 
the survey, place the surveys in the envelope provided by the researcher. Please place the 
envelope in a box placed in close proximity to you. 
POSSIBLE RISKS OR DISCOMFORT 
This study involves minimal risk. You may find that some of the questions are sensitive in nature. 
In addition, participation in this study requires a minimal amount of your time and effort. 
POSSIBLE BENEFITS 
There may be no direct benefit to you in participating in this research. But knowledge may be 
gained which may help online retail stores provide a better shopping environment and experience 
to customers. 
ANONYMITY 
Survey will be anonymous. Please do not write your identifying information on the questionnaires. 
You will not be identified and data will be reported as "group" responses. Participation in this 
survey is voluntary and return of the completed survey will constitute your informed consent to 
participate. All information will be held in strict confidence and will not be disclosed unless 
required by law or regulation. The results of this study may be published in a dissertation, 
scientific journals or presented at professional meetings. In addition, your individual privacy will 
be maintained in all publications or presentations resulting from this study. 
RIGHT TO WITHDRAW 
You are free to choose whether or not to participate in this study. There will be no penalty or 
loss of benefits to which you are otherwise entitled if you choose not to participate 
Effect of E-service Quality on Customer Online Repurcltase Intentions questionnaire 
Filter question 
Instruction: Please answer the filter question below. You do not need to do Part1 to Part5, if you 
have any negative answer in this section. 
1. Are you 18years old or more? 
Yes 
No 
2. Are you a daytime undergrad student in Fortune Institute of Technology? 
Yes 
No 
3. Do you have previously shopped from internet stores? 
Yes 
No 
Part 1: Socio-Demographic Profile 
Instruction: Please choose the category for each question that best describes you. 
1. What is your gender: 
Male 
Female 
2. What is your age? 
18-19 
20-25 
C] 26-30 
C] 31-35 
36-40 
Above 40 
3. How long have you been using the internet to purchase products? 
5 months or less 
6 to 12 months 
13 to 24 months 
25 to 36 months 
C] 37 to 48 months 
49 to 60 months 
more than 60 months 
4. How often do you purchase any products on the internet stories? 
1 time or less 
2 to 5 times 
6 to 10 times 
More than 10 times 
Part 2 E-service Quality 
Instruction: Please consider your most recent experience with any online shopping store, 
circle your level of agreement for each item, using a scale of l=strongly disagree to 5= 
strongly agree. 
1 Strongly Strongly 1 
1. This site provides relevant information. 
2. This site provides accurate information. 
3. This site provides in-depth information about the 
1 2 3 4 5  
o n 0 0 0  
0 0 0 0 0  
n n n n n  
product(s) or services(s) proposed. 
4. This site is easy to use. 
5 .  It is easy to search for information. 
6. This site is easy to navigate. 
7. The organization and layout of this site facilitate the 
U U U U U  
q q q q 
o u u o n  
0 0 0 0 0  
n n n n n  
search for information. 
8. The layout of this site is clear and simple. 
9. This site is colorful. 
10. This site is creative. 
11. This site has an attractive appearance. 
12. The product or service is delivered by the time 
U U U U U  
0 0 0 0 0  
q q q q 
0 0 0 0 0  
~ 0 ~ ~ ~  
n n n n n  
promised by the company. 
13. You get what you ordered from this site. 
14. You get your merchandise quickly when you order. 
15. After-sale support on this site is excellent. 
16. I am confident in the security on this site. 
17. I feel like my privacy is protected on this site. 
18. I trust the web site administrators will not misuse 
Part 3 Online Customer Satisfaction 
Instruction: Please consider your most recent experience with any online shopping store, 
circle your level of agreement for each item, using a scale of l=strongly disagree to 5= 
stronnlv anree. 
U U U U U  
0 0 0 0 0  
~ ~ ~ 0 ~  
q q q q q 
~ ~ ~ ~ 0  
~ ~ 0 ~ 0  
n n n n n  
my personal information. 
Strongly Strongly 
Disagree Agree 
1 2 3 4 5  
U U U U U  
Not: Question 1 to 18 was adapted from Bressolles (2006). "NetQual-Proposition of a measurement scale 
to commercial Web sites and moderating effects," Reclzerclze et Applications en Marketing, 39(5), pp. 45. 
Used with permission. 
1. I am satisfied with my decision to purchase from 
this Web site. 
2. If I had to purchase again, I would feel differently 
about buving from this web site. 
0 0 0 0 0  
o n 0 0 0  
Not: Question 1 to 6 was adapted form from Anderson and Srinivasan (2003). "E-Satisfaction and 
E-Loyalty: a Contingency Framework," Psychology & Marketing, 20(2), pp. 134. Used with permission. 
3. My choice to purchase from this Web site was a 
wise one. 
4. I feel badly regarding my decision to buy from this 
Web site. 
5. I think I did the right thing by buying from this Web 
site. 
6. I am unhappy that I purchased from this Web site. 
q q q q 
n n o o o  
0 0 0 0 0  
n o 0 0 0  
Not: Question 1 to 7 was adapted form from Anderson and Srinivasan (2003). "E-Satisfaction and 
Part 4 Online Customer Loyalty 
Instruction: Please consider your most recent experience with any online shopping store, 
circle your level of agreement for each item, using a scale of l=strongly disagree to 5= 
strongly agree. 
E-Loyalty: a Contingency Framework," Ps)lcltology & Marketing, 20(2), pp. 134. Used with permission. 
1. I seldom consider switching to another Web site. 
2. As long as the present service continues, I doubt that 
I would switch web sites. 
3. I try to use the Web site whenever I need to make a 
purchase. 
4. When I need to make a purchase, this Web site is my 
first choice. 
5. I like using this Web site. 
6. To me this site is the best retail Web site to do 
business with. 
7. I believe that this is my favorite retail web site. 
Strongly Strongly 
Disagree Agree 
1 2 3 4 5  
~~0~~ 
q q q q 
o o o o n  
0 0 0 0 0  
O o ' J O o  
0 0 0 0 0  
n o o o [ 7  
Part 5 Online Repurchase Instructions 
Instruction: Please consider your most recent experience with any online shopping store, 
circle your level of agreement for each item, using a scale of l=strongly disagree to 5= 
strongly agree. 
1. The next time I purchase this product online, I will 
buy from the same online retailer. 
2. I would be willing to purchase form this company 
aeain.  
Strongly Strongly 
Disagree Agree 
1 2 3 4 5  
0 0 0 0 0  
0 0 0 0 0  
Not: Question 1 to 4 was adapted form from Holloway, Wang, and Parish (2005). "The Role of Cumulative 
Online Purchasing Experience in Service Recovery Management," Journal of Interactive Marketing, 19(3), 
pp. 60. Used with permission. 
3. I would purchase from this online retailer again in 
the future. 
4. I would be very likely to increase my shopping 
activity with this online retailer 
Thank you for your helping in this study questionnaire 
0 0 0 0 0  
0 0 0 0 0  
APPENDIX B 
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From: Bressolles Gregory ] 
Sent: 2011/619 [Thursday] PM 03:15 
To: TungHsuan Liu 
Subject: RE : Permission for NetQual scale use 
Dear Tung-Hsuan, 
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ABSTRACT 
Effect of E-service Quality on Customer Online Repurchase Intentions 
In the early years of online retailing, having an online presence and low prices 
were believed to be key drivers of success. More recently, electronic service quality has 
become essential as an online marketing strategy. Online stores provide higher service 
quality to create online customer loyalty, improve customer satisfaction, and keep a 
lasting competitive advantage. 
According to the literature review, service quality is an important instrument of 
developing a competitive advantage in e-business. It is one of the most critical factors 
for maintaining long-term relationships with customers, building customer loyalty, and 
encouraging repeat purchases (Li & Suomi, 2007). Therefore, service quality has 
become a significant factor in determining the success or failure of an online business by 
influencing online customer shopping experiences and has a greatly effects both online 
customer satisfaction and customer loyalty. However, most past studies focused on the 
relationship between e-service quality, e-satisfaction and online purchase intentions. No 
empirical studies have explored the relationship between e-service quality and online 
repurchase intentions. In other words, this research investigated the potential for future 
online purchases by the customers significantly contributing to the research knowledge 
base. 
The purpose of this study was to explore and analyze the effect of e-service 
quality on customer intention to repurchase online. The study employed the 
e-commerce customer satisfaction index (ECCSI) model and the NetQual model to 
examine potential relationships and effects of several variables on online repurchase 
behavior. A quantitative, non-experimental, explanatory, and correlational research 
design was used to answer four research questions and test nine hypotheses. The 
sample consists of daytime undergraduate students at a university in Taiwan. The data 
was analyzed using statistical software to conduct descriptive analysis, reliability analysis, 
factor analysis, simple regression, and multiple regression. 
In this study, the finding indicated that two variables (information and ease-of-use) 
of e-service quality dimension had positively influenced online repurchase intentions. 
Meanwhile, E-service quality also had a positively significant effect on customer 
satisfaction and loyalty. Online customer satisfaction and loyalty had a positively 
significant effect on online repurchase intentions. Finally, the results indicated that a 
greater e-service quality will increase online customer satisfaction, build customer loyalty, 
and encourage online repurchase intentions. Thus, the online retailer should be build 
long-term relationship with their customers through e- service quality to improve 
customer satisfaction and loyalty and enhance customer repurchase intentions. Lastly, the 
limitations and recommendation for future research are included. 
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